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DISTINGUISHED FOR SERVICE 


Naturally you will find Evans White Kid in such out- Evans White Kid withstands the strain of the hardest 


standing shoes as The Clinic by Juvenile. Designed for wear and retains its rich finish under repeated clean- 
“yong women in white” and for countless others. ings. Tannage of John R. Evans & Company, Camden, 
Mace by Juvenile Shoe Company, St. Louis, Missouri. New Jersey. 
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Customers who want their chic— foctis 
and comfort, too... will find shoes Bein 
of Tandrite Calf a long-term ne 


investment ‘in good walking and feet. 

good looks. Nakiralizer tongt 

Tandrite’s colors? They’re fetch- tende 
dell tie 


ing! Tandrite’s finish ? It’s flatter- 
by Thess 


ing ! Tandrite’s beauty ? Enduring! Blue Ribbon Shoemakers 
St. Louis, Mo. custo 


And Tandrite’s appeal ? Smart (Division of Brown Shoe Co.) and | 
Made of Hubsxchman’« #571 Turf- 


ee 
shops everywhere re} rt, Profit- Tan calf over No. 514 last with to 
+ 8s 14/Bheel. Stock No. 8796. In stock. mé 
producing : Alxo carcied in Hubschman's black 
ealf, stock No. 7796; #553 brown for th 
calf. — No. neck ae Town 
Brown calf, stoc o. 8798. 
on th 


e. hubschman & sons, ine.. philadelphia, pa. 





FOR PARENTS—who want only 
the BEST for Baby! 


This Kali-sten-iks Baby Shoe is a per- 
fected shoe for growing young feet. 
Being so flexible, they do not cramp 
the baby’s ever-moving, ever-growing 
feet. The one-piece seamless vamp and 
tongue also insures no crimping of 


tender insteps. 


These Baby Shoes give you a hold on 
customers who will carry on with you 
and Kali-sten-iks Shoes right through 
to mature years—thus a Capital Asset 
for the store or department with an eye 


on the years ahead! 


A small tag, listing 
the features of the 
Kali-sten-iks baby 
shoes, is attached to 
each pair. 


In Stock: 


No. 280-—White Elk Blucher 
2-46 BCDE— 
64-8 ABCD— 


The Gilbert Shoe (0. Thiensville Wis 
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SHOE HEEL OF THE HOUR 


Lizard effects to match shoe or trim 











‘DU PONT Muffet “PYRAHEEL” 


REG. U.S. PAT. OFF. 


. -- good defense for women who walk and work 
... the shoe man’s Conservation story 


Shoes have new jobs. They’ve gone to war with the women’s 
army. Heels are hitting machine pedals . . . hurrying across 
factory yards . . . running ambulances . . . climbing hospital 
stairs . . . bracing hard against office chairs. Heels now work 
as they never worked before. ***Are your shoes equipped 
with heels that can take it? Specify Du Pont “Pyraheel” 
plastic heel covering. No scuffing. No fading. No staining. 
Scuffless ‘““Pyraheel”’ gives a hard, rock-like click when you 
tap it. It wears like a rock, too—and saves leather. 


NOW AVAILABLE . . . twelve fashionable leather grains, 
including built-up leather effects .. . high or low shapes 
for style or duty needs . . . a full range of popular col- 
ors. It’s a consumer service story. Shout it. 


E. I. DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 
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BROOK WOOD 
No 223 


The old man says his customers 
are chained to MATRIX 


There's a sweet story of profits in Matrix shoes, but a still 
sweeter one in Matrix customers. Once a man discovers the 
ease of “Your Footprint in Leather,” it’s 10 to 1* he’s yours 
for keeps. 

Now is the time to get new customers for your better 
shoes—and keep them, by fitting them to Matrix! Write 
for eye-opening Matrix plan for getting you more better 
shoe business and holding it. 


MATRIX SHOES FOR MEN 


The House of Heywood + 70 Winter Street, Worcester, Mass. 


@ MEN’S FINE SHOEMAKERS FOR OVER SEVENTY-EIGHT YEARS 


ASHWOOD 
No. 210 


SEVENTY-EIGHT YEARS 


*A fact. Research shows that 91% of Matrix 
customers repeat and repeat. 


MEN'S FINE SHOEMAKERS 


Suraper 
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A Speed flash photography sequence by Gijon 
Mili portrays. ‘‘Matched Pairs in Action’ 


ing solutions — each with a 
different dryjng time — al- 
low the manufacturer to 
choose the one which best 
suits his production sched- 
ule. Waste end production 
delays are avoided. 




















In the complete “CELASTIC” 
line there are aeven thick- 
nesses of material, graded 
from the light slipper weight 
to the heavy weight used for 
rugged duty footwear. 


*. 
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ACTIVITY — 


HERITAGE OF YOUTH 


Children are five times more active than 
grown-ups! For such busy growing feet, toe 


protection and toe comfort are essential. 


*“CELASTIC”, a solution-softened box toe, 
fulfills these requirements by accurately 
reproducing the shape of the last — by 
fusing together doubler, box toe and lining 
into a durable three-ply structure — and 
by insuring positive freedom from wrin- 


kled toe linings. 


In meeting the demands placed on shoes by 
the super-activity of youth, “CELASTIC” 
box toes provide extra protection with 
firm, resilient sidewalls and extra comfort 


with flexible tip lines and smooth linings. 
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In accord with the nation-wide 
for greater industrial 
and conservation of 
materials, the individually 
branded “Union” and “Carbo- 
rundum’” lines of coated abra- 
sives are now manufactured un- 
der a single brand name, com- 
bining both names and elimin- 
ating duplicate stocks. ANO 


“Unionand Carborundum” CARBOR 

Brand is the new name of YN; YRUN DUM 
coated abrasives sold by ED A 

the United Shoe Machinery BRASIVES 
Corporation. 


Combining the brand names 
“Ynion™ and “Carborundum” 
brings together into single 
designation the separate brands 
by which coated abrasives made 
by the Carborundum Company 
have been known within the 
the shoe industry and its allied 
trade. 


No changes have been made in 
the quality of the material itself 
types available. The 
United Shoe Machinery Corp- 
oration continues to offer you @ 
line of abrasives made 
by the Carborundum Company 
in accordance with its highest 
, know- 
ing that uniform materials help 
produce uniform results. 


UNITED 


SHOE MACHINERY CORPORATION 
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How are you going to get the 
shoes? That’s going to be your 
problem because transportation is 
one of the great bottlenecks in war- 
active America—now and for Fall 
and for Winter. The total trans- 
portation system of this country is 
inadequate for the tremendous vol- 
ume of stuff that must be moved. 
The gasoline cut-off affects some 
of it but the rails are reserved for 
Army first—let the civilian traffic 
wait. There is practically no water 
transportation available; and _be- 
lieve it or not, that in itself was 
a sizable carrier of shoes and rub- 





ber footwear. So, if you have shoes 
and rubbers on order and can get 
them, start ’em rolling When made; 
because you may find - September 
first deliveries arriving in your 
town in mid-October and Novem- 
ber. You never can tell! 

‘There has been a recession of 
business through inventory fears 
and controls but new shoes and 
new merchandise are always need- 
ed in a land that replaces its foot- 
wear constantly and consistently. 
Even local wholesale delivery is 
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something irritating to the store 
that wants what it wants in a hurry. 
Many a wholesale house has door 
delivery to the merchant who uses 
his own car as a carrier. Well, in 
the East, that little dealer cannot be 
running to and fro as he did be- 
cause in lots of instances he has an 


“A” card. 


Another thing that adds to this 
problem is the fact that transporta- 
tion costs are rising. It is not listed 
in the OPA cost of living schedule 
so pay it you must and hope to 
high heaven that you will get the 
goods when you want them. 

You know, in America, we have 
been so much serviced that we have 
taken everything for granted. We 
have even been favored in the dif- 
ferences in distance by freight and 
express concessions. We are again 
feeling the squeeze that comes 
through pressures of real shortages 
and space on the rails is getting 


less and less and less. 


FRED G. PAGE of Northampton, 
England—shoe man and _interna- 


tional contractor, writes: 
“The restrictions on tke volume 


of production—restrictions on our 
dealers purchases, and the purchases 
of the ultimate consumer, put a 
brake on my activities, and the calls 
I am making are more in the nature 
of ‘courtesy calls’ to maintain good 
will and to do a little educative 
work with the new and untrained 
staffs that dealers have to get along 


with in these days.” 
os e o 


MATT CONDON of Jas. F. Con- 


don & Sons, Charleston, S. C., 
writes: 
“It was our intention to write 


and congratulate you immediately 





upon receipt of the May 23 issue of 
the Recorper, marking the 60th 
Anniversary of its publication; and 
we can say that we are sure proud 
that our firm has been associated 
with and a constant reader of the 
Boot anp SHoe Recorper for one- — 
half of that period, which has been 
the life span of our shoe depart- 
ment and we are thankful that the 
high ideals talked of and about in 
your weekly editorials and news 
articles have been gradually incul- 
cated in each one of us and our 
organization. 





“We are also proud that our or- 
ganization associates with the many 
fine old manufacturers who are rep- 
resented in the May 23 Anniversary 
edition and also glad that they are 
still in the topnotch brackets of our 
shoe industry. 

“Again with the writer’s affection 
and regards for all of my many 


friends of the RecorpeERr. . . .” 


JOHN A. CURTIS, JR., assistant 
treasurer of the Curtis Shoe Com- 
pany of Marlboro, Mass., says: 
“Plans formulated in Washing- 
ton even before the outbreak of the 
war in the fall of 1939, seemed to 
indicate emphasis on an enlarged 
Navy and we decided it would be 
wise to gear ourselves up to the 
production of the Navy oxford— 
definitely a dress type—which we 
felt would fit well into our produc- 


tion set-up. Early in March, 1940, 





our bid on 112,000 pairs of these 
shoes was accepted and we then put 
into effect plans for increasing our 
productive capacity in order to add 
government production to our basic 
civilian production. By December, 
1941, we had succeeded in doubling 
our production capacity and at one 
time we were probably the largest 
producers of Navy shoes in the 
country. 


“Our present production is prob- - 


ably third or fourth since, in the 
last few months, many fine shoe- 
makers have added Navy produc- 
tion to their output. We are proud 
that this company, now under the 
control of the third and fourth gen- 
eration, and dating back to 1848, 
was in the forefront in building up 
badly needed production of Navy 
shoes before this country was 
forced into the conflict.” 
* 


GEORGE P. UTLEY, president of 
The Irving Drew Corp., Lancaster, 
Ohio, says: 

“Despite the hazards of business 
over sixty years, the Recorder has 
been in service to our industry and 
may it long continue. 





“Dear Mr. Terhune: 

“Enjoyed very much your editorial about 
smiling and friendliness. Wrote Arthur An- 
derson yesterday telling him that I'd pass 
on to you a statement that | find frequent 
opportunity to use, so here it is for what 
it's worth. 

“FRIENDLINESS: Defined as that indis- 
pensable quality which unites pleasantness 
and willingness, and blossoms forth into 
acres of good will. Friendliness is best in- 
dicated and understood when transmitted 
in the form of a smile. That smile must be 
on the eyes as well as on the lips. You 
have heard the expression, ‘She said things 
with her eyes that others wasted time put- 
ting into words.’ 

“Too few of us remember or realize that 
of all God's creations, Man is the only 
one that can smile. The Parrot can talk; 
Hyenas can laugh; there are many and 
various birds that can sing, but Man is 
the only one of God's creatures endowed 
with the ability to smile. Even the lilies in 
all their gorgeous attire cannot smile; and 
the rose, which we find in its profusion of 
colors, in its budding beauty and its grace 
by the millions in our own Botanical Gar- 
dens here in Fort Worth, does not have 
the ability to smile. 

“Today more than ever a smile is like 
a bit of sunshine, oozing its brightness out 
ay — —ae clouds. 

“One thought brings on another—yours 
brought these back to my mind." 

Cordially, 
H. N. Fisch 





“It might interest you to know 
that Irving Drew women’s fine 
shoes, have been offered to the trade 
and manufactured under the name 
of the Irving Drew Co. and Corp. 
for the past 52 years, making wo- 
men’s exclusive high grade welt 
shoes for the past 42 years, and 
women’s fine shoes from the very 
beginning. Frederick Drew, father 
of Irving, started manufacturing 
shoes in Portsmouth, Ohio, in 1869 
—73 years ago. 

“It is a long time to live under 
one name in the shoe business, espe- 
cially, in the women’s shoe business. 
However, it is our belief that with 
progressive conservatism plus the 
desire to make quality shoes, using 
the construction that is of the best, 
known as Goodyear welts, that a 
business can survive and live as 
long as that policy is maintained.” 

x *. * 


JOHN S. SHEEHY, president of the 
Canadian Shoe Manufacturers’ As- 


sociation, during a recent visit to 
Boston where he attended the Bos- 
ton Shoe Fair, reported that Cana- 
dian manufacturers have agreed on 
a program of style simplification 
which will become effective in their 
Fall lines. He emphasized that there 
is to be no change in quality and 
that the program, adopted volun- 
tarily by members of his associa- 
tion, will include only such changes 
as the omission of multiple emboss- 
ing and patterning details, the ab- 
sence of which will not be noted. 
Other features of the agreement are 
that there shall be no sewed in 
labels; that men’s shoes shall be 
stitched aloft and that all manufac- 
turers shall revert to the use of a 
uniform plain white carton. Mr. 
Sheehy said this program will be 
made official as it will be embodied 
in a regulation soon to be issued 
by Footwear Administrator Louis 
Daoust. * .* # 





JAMES J. LYONS, the “Burgomeis- 
ter of the Bronx,” and famous for 
his publicity sense, stems his experi- 
ence from‘the shoe industry and 
particularly when he was a top sales- 
man of kid leather. They had a 
five-column editorial story about. 
him in the New York World-Tele- 
gram recently. 

“Keep on your feet and you will 
get things done,” says Jim. 

The big problem of a borough 
president is to see people and influ- 
entially answer letters—‘“a couple 
of hundred letters” and scores of 
callers a day, Mr. Lyons estimated 
it. “I start outside and move from 
one office to another,” he explained, 
a sweep of his arm describing the 
borough president’s suite. “If you 
stay on your feet, you can wind up 
some calls a little earlier. Or I see 


people in another room instead of 


_ here—they’re apt to leave a ‘ittle 


sooner.” The job takes up nights 
and Sundays, with speeches and per- 
sonal appearances. 

“You're on duty 24 hours a day,” 
Mr. Lyons said. “Your time is 
practically never your own.” 
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DISILLUSION 


Oh lovely lady! Just have a seat 
and I'll 


see 
What will fit your big, flat feet. 
Your eyes are blue and you skin so fair, 
But I’m out of sizes and short of hair. 
Your smile is like a ray of light. 
Is every shoe you try too tight? 
Oh lovely lady! My heart doth beat, 
And your feet doth smell in this heat! 
You are the woman I could adore, 
But for selling shoes I'll take size four! 
—Harry Rosenberg, mgr., 
Carl’s Shoe Store, Moline, Il. 


FACTORIES throughout the trade 
have posted on their bulletin boards 
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the following release from the Tan- 
ner’s Council of America, printed 
in blue and red on white, size 12 x 
18 in. as follows: 


MAKING LEATHER IS WAR 
WORK 


Making weapons is not the only 
kind of war work. The Army must 
be clothed and shod. Such equip- 
ment can be vital. Leather is a mil- 
itary necessity and every employee 
of the tanning industry is working 
in an essential industry. 


Donald Nelson stated that mili- 
tary men believe “Part of the reason 
for Russian-success was the fact 
that they had the right kind of 
boots for winter wear .. . the 
boot may be an important mili- 
tary thing”, according to the Army 
and Navy Munitions Board, hides 
are a “critical material”. The WPB 
lists hides and leather as “Basic 
materials essential to war industry”. 

The Armed Forces Must Have Shoes. 
Tens of Millions service shoes for the 
Army and for the United Nations; shoes 
for the Marines and the Navy; boots for 
cavalrymen, parachute troops, ski-soldiers, 
and the other specialized forces of mod- 
ern war. 

The Armed Forces Must Have Leather 
Garments. There is nothing like leather 
for the U. S. Air Corps in providing its 
pilots, gunners and bombardiers with 
warm, serviceable flying clothes. Full 
suits of shearlings, jackets of horse, cow 
or goat leathers are needed for an air 
force expanding by hundreds of thou- 
sands. The Army and the Navy also want 
leather for clothing and it is essential for 
Arctic troops. 

The Armed Forces Must Have Gloves 
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Leather gloves are required for stringing 
and cutting barbed wire. The mechanized 
forces must have leather gloves as much 
as the hard riding cavalry of former 
years. Gloves must be had for flyers and 
_ for the infantry and the ar- 


IAET TOT 1S Cer com meee To Give To 


The Armed Forces Must Have Leather, 
for harness, straps, belting, cases for ma- 
chine guns and signal equipment, scab- 
bards, slings and for a hundred miscel- 
laneous items. Leather is used in the 
recoil mechanism of big guns, in bomb- 
ers, in the steel helmets of combat troops, 
in gas masks. 

War Industry Must Have Leather for 
belting and other mechanical purposes. 
Machines which make fighting equip- 
ment are driven by leather, and with rub- 
ber critically scarce more and more 
leather must be used for power transmis- 
sion. 

Military Needs Have First Call upon 
the nation’s resources of leather but every 
effort must also be made to supply civil- 
ians. Shoes are a necessity, not a luxury. 
A nation working to win must be shod. 
and that means everybody—war worker 
and stenographer, ship builder and 
farmer. 

MAKING LEATHER IS ESSENTIAL 
—IT IS WAR WORK. ‘ 


A. A. DAVISON of A. A. Davison 
Pty. Ltd., Melbourne, Victoria, 
writes to the National Shoe Retail- 
ers Association as follows: 

“This country has gone military, 
the ordinary things of life being 
tossed aside for a greater war effort 
in which great numbers of fine fel- 


lows from U.S.A. are happily join- 
ing in. The boys from U.S.A. are 
very popular here, and they seem 
so content with everything around 
them, that it is certain that Aus- 
tralia will gain many new good 
citizens as a result of this fight. 

“Australia is very prosperous just 
now, and the spending power of the 
people is greater than ever before, 
so that your boys are seeing Aus- 
tralia at its best and mixing and 
spending freely with their Aus- 
tralian pals with everybody looking 
happy.” 


W. R. TWEEDIE, vice-president of 
the Tweedie Footwear Corporation, 
Jefferson City, Mo., says: 

“T guess the way things are going 
now that sixty-eight years have 
trained us a little to stand the first 
hundred years, which we under- 
stand are the hardest. It’s really 
a lot of fun trying to solve these 
problems of today, even though it’s 
tough; but I am sure we'll all find a 
way out which will blend in with 
the only effort of value today—vic- 
tory over our enemy and a decent 
peace for the world.” 


“Sorta reminds me of the shakedown the boss used to give us when our shoe sales fell 
below por.” , 
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* Washington Newsreel * 


JOSEPH L. WEINER, Deputy Director of the WPB 
Division of Civilian Supply, said a few days ago that 
although stocks of shoes are at the highest levels for this 
time of the year, shoes are nevertheless the shortest 
article of apparel in the market. Supplyman Weiner 
said that the rationing of clothes can be avoided this 
year. 

* * * 
“*[EATHER is another problem,” Mr. Weiner declared, 
“for the demands of our armed forces for shoes increase 
rapidly. There are plenty of shoes in the stores, so 
there is nothing in the leather picture to get excited 
about now. But it is a problem, and future develop- 
ments may very well affect our civilian supply.” 

we a 7 

OPA spokesmen are very leary in discussing shoe 
rationing. They are fearful that a denial would have 
just as bad effect in causing a buying rush as a pre- 
mature announcement of the intention to ration. 

Mr. Weiner said in his statement that hoarding and 
overbuying are what the enemy wants the people of 
this, country to do. 

Asked specifically about shoe rationing Mr. Weiner 
said, “We may be able to squeeze by there, as inven- 
tories are considerable, even taking into account greater 
than normal demand. 

“I see enough stock in sight to be able to meet actual 
needs. Leather will be conserved by cutting down on 
decorative uses such as wing tips, etc. We can prob- 
ably get by.” 

. ” * 
|F clothing items become short, some of which we are 
sending to lend-lease customers, indications are that 
lend-lease shipments will continue, and this factor may 
enforce rationing in this country. Administration 
spokesmen say that diminution of lend-lease shipments 
will make the axis happy. So if shoe supplies become 
critical the American public will be asked to make 


sacrifices. 
ca oa * 


SALES of waterproof rubber footwear under contract 
with any war procurement agency in the United States, 
or with anyone who buys for resale to such an agency, 
are specifically exempted from Maximum Price Regu- 


- — 


CORPS DE BALLET 


In their last rehearsal, at Camp Upton, New York, be- 
fore moving to New York City for stage rehearsals, 
soldiers round out their chorus and dance routine in Irving 
Berlin's show, “This Is the Army," which will open on 
Broadway July 4. The entire proceeds from the show will 
go to the Army Emergency Relief Fund. This group of 
twinkletoes might improve on precision, but they've 
learned that a smile helps put over the chorus. 





—— 
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lation No. 132 by amendment No. 1, Price Administra- 
tor Leon Henderson has announced. 

It was pointed out, however, that the sales exempt 
from the rubber footwear order are subject to Maxi- 
mum Price Regulation No. 157, which sets ceiling 
prices on sales of apparel for military purposes. 

The agencies exempt from the provisions of Regula- 
tion No. 132 by Amendment No. 1, effective June 4, 
are the War and Navy departments, the Maritime Com- 
mission and the lend-lease section of the Treasury Pro- 
curement Division. 

te a * 

SURPLUS leather production in Great Britain has 
largely disappeared and the footwear industry has peti- 
tioned the government to prohibit foreign shipments of 
certain types, particularly calf and glace kid, according 
to the Department of Commerce. It is believed, how- 
ever, that efforts will be made to maintain the present 
limited volume of exports because of the exchange 
which the trade produces and the need for retaining 
established contacts in foreign markets. 

Exports of heavier leathers from Great Britain were 

on a restricted scale during 1941 but considerable 
lighter leathers were sold abroad. Foreign demand for 
all types of leather exceeded supplies available. 
THE allotment of sole leather to Swedish shoe factories 
and leather dealers will remain unchanged during the 
two months rationing period ending June 30, at 60 per 
cent of their average consumption during 1937, 1938 
and 1939, the Department of Commerce reports. All 
shoe factories and leather dealers are required to pur- 
chase a certain quantity of thin sole leather, of which 
there is a more plentiful supply. 


a * - 


MANUFACTURERS, assemblers, wholesalers, distribu- 
tors and retailers of fluorescent lighting fixtures have 
been notified that the date for filing their inventories 
with WPB has been advanced from June 5 to June 15. 
The action was made necessary by delays in the dis- 
tribution of the report form, PD-499. 

A PLAN of individual awards to workmen who devise 
means for more or better war production was an- 
nounced this week at War Production Drive Headquar- 
ters. Three awards are planned. They are restricted to 
plants with voluntary labor-managemegt committees 
organized in accordance with the plan put forth by the 
War Production Board. The highest award will be the 
“Citation of Individual Production Merit,” which will 
be awarded to the maker of a suggestion that will have 
an outstanding effect on the entire war effort. 








No one needs to be told that rubber is a vital material 
for both civilian and military needs. Whatever substi- 
tutes the future may hold, our present job is to take 
intelligent care of the rubber we now possess. Some of 
the leading rubber companies have been doing a fine 
job in giving out helpful information on the care of 
rubber. National consumer advertising built around the 
idea of conservation of rubber; photographs and re- 
leases to the press, illustrating and explaining the right 
and wrong ways of treating rubber, are all doing their 
part in educating the average customer. It remains for 
the individual store and the individual sales clerk to 
drive the lesson home to the individual consumer. 

Conservation is not an American custom, but it must 
become so . . . quickly . . . and education is one of the 
main ways of achieving this goal. You can do a great 
deal for the national war program by: 1. Learning the 
necessary facts yourself. 2. Passing them on to your 
staff. 3. Presenting them in an easily digested, easily 
applied, form to your customer. We give you here a 
series of Do’s and Don’ts from leading rubber companies 
which have entered wholeheartedly into the national con- 
servation program. | 

From Mishawaka Rubber and Woolen Manufacturing 
Co. come the following instructions for merchants in the 
care of their rubber footwear during the Summer. 

1. Leave rubber footwear already packed in cartons in 
those cartons. 

2. Store the cartons in a cool, dark, dry place, free 
from circulating air. 
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DO°’Ss 
and DON’°’TS 


This young woman demonstrates some DON’TS 
in rubber conservation. Heat is bad for rubber 
and she has carelessly thrown her raincoat over 
the radiator. Her rubber boots are much too close 
to the heat. Rubbers, boots and galoshes, accord- 
ing to Dr. Willis A. Gibbons of the United States 
Rubber Co., should never be quick-dried near hot 
radiator, steam pipes or open fire. They should 
be dried slowly at room temperature. 


Here are some DON’TS in the treatment of sport shoes. 

Don’t do as this girl is doing, throw them into the 

corner dirty and wet with perspiration following use. 

Instead wash them in tepid water and mild soap and 

dry them at room temperature. Don’t store them in an 

overheated place, such as around steam pipes. In- 
stead, store them in a cool, dry spot. 


3. Place bulk packed goods in boxes, being careful 
not to fold or crush them. 

4. Seal boxes. 

5. Store boxes in a cool, dark, dry place, free from 
circulating air. 

General remarks: Light, heat and circulating air all 
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In Rubber Conservation ... 


have an oxidizing effect on rubber footwear, causing 
it to deteriorate. 

Conservation is almost a patriotic duty, according to 
L. S. Taggart, advertising manager of the Mishawaka 
Rubber & Woolen Manufacturing Co. “Because of the 
situation regarding crude rubber, in addition to being 
good business,” he says, “one might almost say it is a 


This girl knows what she should do to get the longest 
possible wear out of her rubber overshoes and galoshes. 
She is illustrating some DO’S in rubber conservation. 
When galoshes get wet inside they should be carefully 
dried by turning them inside out as far as possible. 
They should be wiped off carefully and put away from 
the heat and out of the sun in a cool, ventilated place 
where the air circulates freely. 


Photographs courtesy of United States Rubber Co. 


patriotic obligation on the part of the merchant to do 
everything he can to preserve free from all possible 
deterioration and damage, every pair of rubber foot- 
wear he may have in stock.” 

Three of a much larger series of national advertise- 
ments by the Hood Rubber Co. are illustrated here. 
The practical pointers given in each advertisement are 
driven home by a clever cartoon. Three different kinds 
of footwear are featured in the series and the instruc- 

[TURN TO PAGE 28, PLEASE] 


by ELEANOR RUTLEDGE 


Care of Existing Supplies of Rubber Is an Im- 
portant Part of Our National War Program. In- 
structions in the Conservation of Rubber Have 
Been Issued by Leading Rubber Companies. You 
Will Want to Have This Information for Your 
Own Use and to Pass On to Your Customers. 


by Gt 
an eve TO qe VOSS 
evans war pas oF Smt 10 a 
suanit, AD 8 OA | 
on power Aven! pucasno! 


A series of clever cartoons, each accompanied 
by four practical pointers on conservation of 
rubber footwear, is the original way the Hood 
Rubber Co. is educating the public in the care 
of rubber. Rubaflex Farm Footwear, Galoshes 
and Canvas Rubber-Soled Shoes are covered 
in the series running as national advertisements. 
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Final Call for Freedom Week 


SEVEN DAYS LEFT IN WHICH TO PERFECT PLANS FOR YOUR 
PARTICIPATION AND INSTALL A PATRIOTIC WINDOW DISPLAY 


THROUGHOUT the country shoe stores are going to 
have red, white and blue window displays for FREE- 
DOM WEEK, June 27 through July 4. Time is short, 
but you can make it, if you get busy right away. The 
_ object of Freedom Week is to stimulate the people of 
your community to greater war effort—to dramatize the 
slogan, “Let’s all do more and more and more—that’s 
the way to win this war.” Tell them through window 
displays what the folks in your community are doing, 
and what else they can do toward an all-out, 100 per 
cent war effort. And remember, your Freedom Week 
window display may be profitable as well as patriotic. 
For the best Freedom Week window displays sub- 
mitted by shoe stores or shoe departmerts, Boot AND 
SHoe Recorper offers three prizes: First prize, $25.00 


War Bond; second and third prizes, $10.00 and $5.00 in. 


War Savings Stamps. Rules for entrants were published 
June 6th. Briefly, photographs must be clear, large 
enough for reproduction, and cannot be returned. Name 
and address of entrant should be printed on the back, 
and a brief description of the window detail and idea 
should be attached. 

The IDEA as well as the execution will count in judg- 
ing displays, which may be entirely patriotic, or com- 
bine a patriotic idea and merchandise. In your dis- 
plays be careful to avoid any misuse of the flag. The 
following cautions are taken from a pamphlet issued by 
the United States Flag Association: 

“Do not place any other flag or pennant above, or if 
on the same level, to the right of the flag of the United 
States. When allied flags are flown at a level with our 
fiag, as on the front of the store, our flag should be at 
the right. If in a group, or centered in a row of flags, 
our flag should be at a higher point than the others. The 
fiag should not be flown in rainy or stormy weather. 

“Do not place any object or emblem of any kind 
above the flag of the United States. Do not put letter- 
ing of any kind upon the flag. Do not use the flag in 
any form of advertising, nor fasten an advertising sign 
to the pole from which the flag is flown. Do not use 
the flag in a commercial window display. Do not use 
the flag as drapery in any form whatsoever; use bunting 
of red, white and blue. While none of us would use the 
flag in any disrespectful manner intentionally, we can 
avoid any possibility of so doing by checking up when- 
ever we are not entirely certain. For example, when 
hanging a flag against a wall in the store it must hang 
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straight down—yet many of us might drape it, not real- 
izing that we were wrong.” 

One type of display would be that which symbolizes 
the theme of Fourth of July AMERICAN FREEDOM. 
Another would be to dramatize the various Civilian 
Defense efforts. Another would show how we can serve 
through saving (perhaps a tie-in with the scrap rubber 
drive that is to be held soon). Still another would list, 
with as many pictures as possible, the local boys in the 
services, with the slogan, “Back them to the limit.” 
More commercial (and suggested for a display opposite 
or adjacent to, a symbolic display) would be a dramatic 
showing of proper shoes for Civilian Defense, Red 
Cross and A.W.V.S. workers, and military types of men; 
ulso relaxation shoes for workers in defense plants. 

In McCreery’s (New York) windows appeared this 
list of things we can do to help win the war, in addition 
to the more common suggestions. 1—If you have an 
idea for a process or an invention that might help win 
the war, send it to the National Inventors Council, De- 
partment of Commerce, Washington. 2—Make your 
clothes last as long as possible. Wear your old clothes. 
Mend old clothes and don’t buy any clothes that you 
don’t really need. 3—If there are persons or happenings 
which may be connected with fifth column activities, 
make a report in writing to F.B.1. 4—Have your finger- 
prints and the fingerprints of your family registered at 
your local police station. 5—Don’t talk about military 
or naval power, movement of ships, even though you 
were not told the information was confidential—careless 
talk could lose the war. 

Use red, white and blue in the store also along with 
banners, plaques or streamers lettered “Freedom Week 
—June 27-July 4.” Also use timely slogan signs such as 
“Doing the job together makes the doing easier and the 
results greater.” “We are fighting for our lives—for our 
survival as a free nation—let’s not forget it.” “Inde- 
pendence Day symbolizes what we are fighting for— 
OUR FREEDOM AND THE FREEDOM OF THE 
WORLD.” “Every one who isn’t helping Uncle Sam is 
helping Hitler.” And so on. 

In addition to patriotic windows in your own store, 
try to get other merchants—particularly shoe stores—to 
participate. Many communities will have cooperative 
promotion programs for the event, but even if there is 
no program under way in your town, you and your 
fellow merchants can help by using timely, patriotic red. 
white and blue windows during Freedom Week. 








Above — A Thom McAn window in 
New York City, which is dimmed in 
accordance with the new Army regu- 
lation. Brilliant illumination hereto- 
fore employed is out for duration. 


Dimout regulations ordered by 
the Army for the Atlantic coast 
area to minimize the peril to mer- 
chant shipping from enemy sub- 
marines have raiséd a real prob- 
lem for merchants who plan their 
own window displays, as well as for 
the professional display men. In 
New York City police officers have 
sometimes ordered display men to 
extinguish the dim lights they were 
using to work by while changing 
the windows in the evening, with 
the result that they were obliged ‘to 
install displays in semi-darkness or 
work with flashlights. Except for 
those stores that have been able to 
devise some kind of satisfactory 
screening arrangements to provide 
a certain amount of visibility for 
merchandise while preventing direct 
rays of light from being reflected 
outside the windows, the dimout 
has become practically a blackout 
in the area affected by the Army's 
regulations. 

The result is that retailers and 
display experts are now giving 
more thought to the kind of dis- 


CLEVER 
IDEAS 


First shoes receive attention in this interesting promotional 

window by Carson, Pirie, Scott and Company, Chicago. The 

shoes were promoted as part of the observance of National 
Baby Week. 


plays that will look best in day- 
light hours. This means selecting 
colors that are most effective in day- 
light and devising backgrounds and 
display units that will attract at- 
tention and show merchandise to 
best advantage under daytime con- 
ditions. Artificial window lighting 
can still be used to illuminate the 
merchandise. 

Some stores are. finding that 


fashion figures and other decora- 
tive objects of large size can be 
used in such a manner as to at- 
tract some attention even under the 
dimout, and by placing shoes in the 
foreground of the windows pas- 
sersby can at least get an idea of 
the kind of merchandise the store 
is promoting. 

The problem of the dimout is 
confined to the territory immedi- 
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Brighten Wartime Shoe Displays 


ately bordering the coast, but there 
are other wartime restrictions which 
affect the planning and operations 
of display men in inland cities as 
well as those along the seaboard. 
One is the difficulty or impossibil- 
ity of obtaining many of the fabrics 


and other materials formerly used 
in displays. Fortunately there are 
substitute. materials which may 
serve the purpose equally well and 
produce displays that are fully as 
effective. But in any event the situ- 
ation calls for the ingenuity of dis- 


play people, who must make the 
novelty and originality of their 
ideas take the place of lavish use 
of lighting, display mitterials and 
accessories in creating windows that 
will attract attention and help the 
stores sell merchandise. 


















Originality of Designing to Compensate for 


Lack of Brilliant Iliumination in Coast Areas, 


while Ingenuity of Display Man Must Make Up 


for Lavish Use of Decorative Materials, Now 


Prohibited by Need for Conservation. 





Above—Franklin Simon, New 
York, featured “Enamel White” 
in this window, suggesting 
white as “fresh foil for Show- 
boat Stripes”, and providing 
atmosphere in the best show- 
boat manner. 








Linen sandals tinted in vari- 
ous colors were featured by 
Bonwit Teller, New York. The 
suit and other accessories were 
shown in matching colors. 


‘ 
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Left to right: “The One-Eyelet Tie” in cor- 
duroy with contrasting leather trim. Made 
in three color combinations. “U-Throat Ox- 
ford”, made in green, blue, beige, wine and 
dark brown. “Insiep Strap Sandal” in cor- 
duroy with strap and slide of same mate- 
rial, interesting wartime adaptation of the 
buckle monk. Two models in velveteen 
with grosgrain trim in contrasting color. 
The “Back Strap Sandal” with open toe and 
back which make it best suited to indoor 
wear. The “Monk Slipon” which can be 
worr, outdoors as a campus or casual style. 
All five shoes are Footmates from United 
States Rubber Co. 


CASUAL STYLES 


Reflect War Restrictions 


From Some of the Leading Rubber Firms Come Style Shoes for 

Fall. In Most of Them Leather Soles Replace Rubber. Carefully 

Coordinated with Fall Campus, Casual Country’ and Leisure 

House Clothes, They Have Been Designed for Both Outdoor and 
Indoor Wear. 


WHEN the rubber companies came face 
to face with the shortage of raw mate- 
rial, they did one of two things. Some 
of them stopped making anything but 
strictly utilitarian civilian shoes, in 
other words, low cut galoshes and over- 
shoes. The rest of the plant went into 
the production of boots, etc., for the 
men in the services. Others of the big 
companies decided to continue to make 
casual and leisure shoes, substituting 
leather for rubber soles. Some of the 
styles from these companies are shown 
here. Rope soies are also being used. 

The first business on these shoes will 
be-the college trade. Many of them have 
been designed expréssly to please that 


consumer group. Corduroy has been aera 
. Left to right: Embroidered gabardine is an interesting idea for this 
wepe Sor the mpc ber of ar Whe number ee e heel sling pump. The opened-up oxford in pin whale corduroy 

_ 8 * * . 

of them. The material has been bought as shown is a child’s shoe. A similar tie is made for women. — — 
i ; velvet “Glow-W orm” scuff has been designed for wear in a ckout. 
pen ne cues lenete Ramee supplying Its white platform sole has been specially treated to shine in the dark. 
e ready-to-wear sports clothes houses. ‘Three Sportimers styles from 1. B. Kleinert Rubber Co. Corduroy makes 
As a result, the shoes will be a perfect ~ this sturdy looking walled, last shoe with special sole. It comes in beige 
3 - with brown as shoug here; in brown with beige, in brown, wine and 
[TURN TO PAGE 23, PLEASE] green and ‘black with red. A Cordette from Cambridge Rubber Co. 
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CELEBRATES 
ANNIVERSARY 
IN NEW HOME 


Exterior of the new Van Arsdale store in Plain- 
field. Note shape of windows on the right. 


F IF TY-FIVE years of successful retail shoe operation 
is the story of Van Arsdale’s, Inc., Plainfield, N. J. This 
store, the oldest retail organization in the city, was 
founded in 1887 and has long served residents of Plain- 
field and suburbs. 

In February of this year, Van Arsdale’s moved to a 
new location at 137 West Front Street, where it enjoys 
modern and spacious quarters. The store front is ex- 
tremely attractive and is built upon simple lines. Of a 


Above—One section of the 

accessory department, con- 

taining displays of hosiery, 
bags, etc. 


Right—View oj the store as 
one enters. The men’s shoe 
départment is at the rear of 
the store, beyond archway. 
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polished concrete mixture resembling marble, it is trim- 
med with metal. The name Van Arsdale’s, is silhouetted 
on the front and is of metal, of the type which reficcts 
light from the rear. Windows are modern in design, 
and are shaped so as to permit the maximum of visibil- 
ity and display space. The vestibule is also designed 
with this thought in mind, since the windows are shaped 
to permit close inspection of the merchandise on dis- 
play. A Herculite all-glass door allows passers-by to 
see into the store, thus providing an atmosphere that is 
inviting. 

The interior of the store is floored in a textile mate- 
rial, checked in beige and brown. The ceiling and 
walls are light green; woodwork is of walnut. On the 
left and the right as one enters the store are accessory 
counters... Down the center of the room are additional 
counters for the display and sale of accessories. 

The women’s department is situated in the center 
of the store, with chairs running the length of the room. 

[TURN TO PAGE 23, PLEASE] 


Van Arsdale's, Inc., of Plainfield, N. J., Observed 
the Fifty-Fifth Year of Its Founding in a New 


Location with Modern Store and Equipment. 








The Editor’s 


Outlook. 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


A Rainbow Over the Foothills 


“THE trouble with this country is that every one wants 
to go places sitting down,” says General Knudsen. 
And there, in fifteen words, you have the plight of 


America at the moment. 


We were in on a Washington meeting on war-time 
transportation and found out that the rubber situation 
is certainly bad and getting worse. One-quarter of the 
automobiles will be out of commission before the year 
is out and the burden to be thrown on railroads and 
buses to move the restless American people will be 
something enormously difficult to manage. 


I don’t know what the rubber shortage is going to do 
to you in your business; but it is going to slow down 
the movement of people into the cities to shop; and it’s 
going to raise merry hell with outlying trading centers 
created around parking lots. You, as a merchant, had 
better start thinking about how you are going to get 
your shoes delivered this Fall because that’s part of the 
problem, too. 

Well, we were in on this meeting and listened to the 
ruin of the rubber world until we couldn’t stand it any 
longer. So we tried to lift our small voice in behalf of 
an industry that is seldom heard in Washington or in 
legislative assembly; and tried to give the idea of: 
“Well, boys, be of some cheer—the oldest form of loco- 
motion still exists—on foot.” We may not be able to 
go places sitting down; but this war—abroad and on 
the home front—is going to be largely fought on foot 
and let’s start in making the best of it. Or else, by 
Jupiter, we will be on our knees. In other words, let’s 
take this war in our stride. We haven't any rubber to 
waste, so we'll do something to conserve what we've 
got—at least for military use—and we will readjust our 
American way of life to a foot principle. 


I for one would like to see a change of attitude on this 
subject of “standing and walking on your feet.” If 
you've got to walk, you’ve got to—and that’s all there 
is to it. You might just as well ‘accept it now as a mode 
of locomotion that will change not only our path of life 
but our shopping habits and our home habits. And 
maybe it will be for the good. 


There is too much in the public press about the pain- 
ful penalty of walking—as if it were a calamity and the 
public had to resort to primitive feet to go places and 
do things. It would be a mighty good thing if every 
man having anything to do with shoes and leather and 
foot locomotion would take it upon himself to be a 
public relations man to show and tell and sell—the ideas 
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of work and fun and health and new experiences for 
men, women and children—on foot. 

Donald Nelson has said: “We haven't even gotten to 
the foothills of hardship,” and painted a somber picture 
of the sacrifices the war effort will exact. “The rubber 
shortage is just one little sample of how Americans 
must learn to take it and keep on taking it until the 
end of the war.” We are kind of glad that he used the 
word “foothills” because he gave understanding to the 
future outlook. 

But don’t let it get you too low down. You are in 
shoes and ARE NECESSARY. Don’t let the general 
“gloom of night” black-out your common sense. Sure, 
things are going to get tough and tougher, but as long 
as children are born without shoes, people have got to 
move around more in shoes on feet. You have a ser- 
vice to render. 

If each and every one of us could tell Washington, as 
well as the public, that shoes cannot be measured by 
the same economic edicts; that there must be a com- 
mon sense to controls and that it wouldn’t be surprising 
if more shoes would be needed when people walk more 
-—we might see a little rainbow over the “foothills.” 

Of course, we as shoe people are not doing very much 
to help paint that rainbow. Too many of us are writing 
to Washington saying: “If you are going to have ration- 
ing, may I be an official rationeer.” I don’t know what — 
it is that makes a man want to get under the shelter of 
government payroll, but most everyone is doing it and 
how! In their anxiety to get on Uncle Sam’s payroll 
they are deluging Washington with suggestions on how 
to apply a ration and how to control the wild horses of 
ambitious enterprise. A little power, or even the con- 
templation of authority—certainly does strange things 
to otherwise normal men. They seem to feel that they 
will win the war by destroying business piece by piece, 
and being in the know—they can do it best. 

Well, it’s just about high time for common sense to 
call a halt to some calamity howlers. Shoe men can 


.take it and will. They know that the war is going to be 


fought by men on their feet and really won only by the 
soldiers and sailors vulnerable to death to make victory 
possible. The war isn’t going to be won by wrapping 
every man, woman and child in America in the red tap: 
of rationing. That’s only incidental to sharing short- 
ages. Less sitting down, more standing up is what we 
need—less red tape and more red blood of action—less 
talk on rationing and more useful work in every shoe 
store in America. 
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Little Plans... 
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REATER forces are being unleashed than ever 
before in the history of this great people which 
make up these United States. These forces are 

being organized. Production heights are being 
reached never dreamed of before. Our horizons are 
being widened to include the far-flung spaces of 
the earth. Thousands of our young men are being 
sent to these “remote” corners. They are gaining an 
education in peoples and conditions they might 
never have had otherwise. Many of them will like 
their new surroundings .. . and stay on after the 
war. They will be outposts for our business of the 
future years. 


In due time our peace time production facilities will 
be turned into goods and services for our benefit and 
the benefit of other ravished and hungry countries. 
You will have a part in allthis. Some of it you will 
shape. In other ways you will be swept along with 
the tide. 


So.. 


. make no little plans for the future! 


We expect to serve and serve well in producing 
long-wear, non-slip bottoms for shoes under the 
good names of GRO-CORD, RAW-CORD, NEO- 
CORD and CRAFT-CORD, and 

are making no little plans 

thereto! 





some time. In March of this year, Mr. tractive style note on some patterns. 


Celebrates Anniversary 
In New Home 
[CONTINUED FROM PAGE 21] 


Chairs are covered in a printed maie- 
rial, and four full-length mirrors are 
placed at intervals, two on each side, 
along the walls. Stock is kept on 
shelves along the walls. The men’s de- 
partment is located at the rear of the 
store, and is separated from the 
women's department by an archway, 
thus providing privacy for the depart- 
ment’s customers. Lighting is of the 
concealed fluorescent type. 

The firm was founded by M. C. Van 
Arsdale, and, except for four years 
when he was out of the city, it has been 
continuous in its operation. Mr. Van 
Arsdale’s son, Arthur, has assisted him 
in the management of the store for 
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Van Arsdale relinquished the presi- 
dency of the firm to his son and became 
chairman of the board. 


Casual Styles 
Reflect War Restrictions 
[CONTINUED FROM PAGE 20] 


match in texture and color to the cor- 
duroy jackets, skirts and slacks.. The 
point is stressed, however, that cordu- 
roy shoes are not to be promoted just 
for wear with corduroy clothes. The 
rich, sueded character of this fabric 
makes a shoe that looks equally well 
with tweeds and other ready-to-wear 


‘sports fabrics. Both piri whale and 


coarser ribbed corduroys are being 
used for these shoes. Leather trim- 
ming in a contrasting color is an at- 


The velveteen shoes being made by 
these companies are most of them 
adaptable to both indoor and outdoor 
wear. They are definitely casual but 
could be worn around campus as well as 
in dormitories. Embroidered velvets 
are an especially attractive idea. The 
same treatment has also been applied 
to gabardine. Grosgrain in a contrast- 
ing color is pretty on some of the vel- 
veteens. 

Patterns chosen for Fall lines are 
well-established favorites . . . oxfords, 
open or closed versions, with attractive 
d@’Orsay side lines; one-eyelet ties; 
monk stepins; adaptations of the buckle 
monk pattern; pump patterns, includ- 
ing sling pumps; and, for boudoir use, 
scuffs. Some of these patterns have 
been made by one company in children’s 
and girls’ sizes. 
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Here's what 
you gain.. 


WITH CONSISTENT USE OF 


SHOE MACHINERY 
LUBRICANTS 





1 REDUCED WEAR AND BREAKAGE 
Using the right lubricant in the right way 


2 MORE CONTINUOUS PRODUCTION | and at the right time keeps parts from 
wearing excessively and minimizes the in- 
3 REDUCED POWER CONSUMPTION | convenience of factory Heaps. 


4 SMOOTHER RUNNING MACHINES Today itis more important than ever to make 


machines and parts last longer through 
S MORE AND BETTER WORK proper maintenance and lubrication with 
specialized industrial oils and greases. 


Si iil ai iil LUBRICANTS ARE LIFEGUARDS FOR YOUR MACHINES 


your machinery ask a “UNITED” representative Some shoe machines run at high speeds, starting and stop- 


r a copy of “Lubricants Recommended for use on . - 
wns es ” y you desire, he will an be glad ping suddenly, while others run more slowly but with parts 
ra) 


to discuss means for achieving better, more effective under heavy pressure. Several lubricants made to meet 
lubrication in your factory. 
different conditions are desirable for most efficient opera- 
tion and maximum protection from wear. 


TAKE GOOD CARE OF WHAT YOU HAVE 


lubricants properly used 
will help prolong the life of 
shoe machinery. In these 
critical times, conservation 
js vital. Make oil your 
Ammunition. 
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Enlist Shoe Salespeople in Bond Drive 





Retail Employees to Be Asked to Join Salary Allotment Plan, 
and to Sell Bonds and Stamps to Customers 


New York—Chairman Harold Volk, 
of the committee designated to promote 
war bond sales in the shoe industry, 
believes the most important first step 
in the campaign is to line up the retail 
shoe stores of the United States for 
100 per cent participation of their em- 
ployees in the salary allotment plan 
for purchase of war bonds. Under this 
plan, the employee agrees to allot a 
portion of each pay check for the pur- 
chase of bonds. 

The United States Treasury has 
suggested that the average payroll de- 
duction should be 10 per cent of salary. 
Recognizing that smaller deductions 


will have to be accepted in individual 
cases, Mr. Volk’s committee hopes there 
will be enough employees in the larger 
income brackets who will allot more 
than 10 per cent to bring the average 
up to this figure. 

To give proper recognition and an 
incentive to shoe stores to succeed in 
reaching the goal of 100 per cent em- 
ployee participation, the National Shoe 
Retailers’ Association is to award a 
Certificate of Compliance to each of 
these stores. Executive Vice-President 
L. E. Langston has approved the de- 
sign for the certificate, which will be 

[TURN TO PAGE 30, PLEASE] 





Approved Way to Post Shoe Price Ceilings 


CEILING PRICES ON ALL 


MENS’ OXFORDS 


An officially approved method of displaying a retail store's ceiling prices on shoes. 
Illustration was drawn from a photograph supplied by the Photographic Section, 
Division of Information, Office for Emergency Management. 


One of the most important provisions 
of the General Maximum Price Reguia- 
tion is the requirement that retailers 
post conspicuously in their stores the 
ceiling prices on certain items of mer- 
chandise designated as “Cost of Living 
Commodities,” including shoes. Most 
shoe steres have complied with this pro- 
vision of the price regulation in a man- 
ner that fulfills the purpose of the 
Office of Price Administration, which is 
to make it easy for customers to famil- 
iarize themselves with the ceilings so 
that they may purchase intelligently 
and with complete confidence in the 
merchandise and the store. The regula- 
tion was effective May 18. 
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There are a good many stores, how- 
ever, which have not yet complied with 
the requirements of the Price Regula- 
tion in this important matter of dis- 
playing the price ceilings. This is be- 
lieved to be due in most cases to lack 
of a complete understanding of what 
is required. Because the posting of 
ceilings of cost-of-living commodities is 
a vital part of the Price Regulation, the 
Office of Price Administration, which 
up to now has taken a lenient attitude 
in the matter, is making a special ef- 
fort to induce those retailers who have 
not already posted their ceilings in the 
proper manner to do so at once, and in 
any event not later than July 1. 











EARNINGS GROW UNDER 
HEALTH SPOT SHOE SHOP 
PROFIT-SHARING PLAN 


Mr. George E. Block 
Manager 


HEALTH SPOT SHOE SHOP 
262 N. Broad St. 
ELIZABETH, N. J. 


Men who have been in the retail 
shoe field for years without the 
proper salary advancements, 
quickly recognize that there is 
no limit to what they can earn 
under the Health Spot Shoe 
Shop plan. 

The Health Spot Shoe Shop 
operator strives to build up the 
store’s volume because he knows 
that a liberal share of the 
profits he creates will go to him. 
Under this unique plan where- 
by the operator receives a week- 
ly salary PLUS a liberal share 
of the profits, it is easy to build 
up the business because the 
operator’s enthusiasm and satis- 
faction is communicated to cus- 
tomers. 

As the business continues to 
grow, the operator’s earnings 
continue to increase. 

Mr. Block is one of many suc- 
cessful Health Spot Shoe Shop 
operators all over the country. 
Month after month as he in- 
creases the store’s volume, he 
also boosts his income. 


NO INVESTMENT REQUIRED! 
Another unique advantage of 
the Health Spot Shoe Shop plan 
is that no investment is re- 
quired. 

Ask for application blank today 
if this profit-sharing plan ap- 
peals to you. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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WHITES 
Get First Play 
In Early 


SUMMER ADS 


From a mechanical standpoint two things stand out con- 
spicuously in the first crop of ads for Summer 1942— 
first, the extensive use of half tone illustration in white 
shoe ads, and, second, the tendency toward exaggerated 
effects in illustration, such as shortening of the vamp in 
shoe sketches. Some. shoe stores have succeeded in get- 
ting pleasing effects with a relatively modest expenditure. 
An ad by John G. Meyers, Albany, N. Y., using line cuts 
of pen and ink drawings looks cooler and more individ- 
ual than many of those entailing higher mechanical costs. 
We bring up this point because SAVING is an impor- 
tant factor in every advertising budget today, and we 
know from personal experience that lots of good things 
can be done with black and white, without benefit of 
either ben day or half tone; in fact, some Summer tex- 
tures are more appealing when done well in pen and ink. 
If you do use greyed backgrounds, be careful to avoid 
those that look definitely “storm cloud” as many do. Ef- 
fective reproduction in reduced size is scarcely possible, 
so we suggest that you secure original ads using greyed 
backgrounds, and others in straight line, then judge for 
yourself which is the more effective. for Summer shoe ads. 

As headlined, the story of the early ads is essentially, 
“White, White with, and wheat.” And spectator pumps 


dominate the style picture, with some oxfords and here 











Spectator Types Dominate the Current Retail Pic- 


ture in Women's Shoes, with Oxfords and Straps 
Holding Prominent Place—Wheat Linen Promoted 
for Warm Weather Wear—White Combinations Fea- 
tured in Men's Shoe Ads, Which Stress Sport Shoes 
and Casual Patterns as Strongly as Ever, Despite the 
Season's Dominant Trend towerd Military Styles 





and there a strap. Stix, Baer and Fuller, St. Louis, make 
the “Safe Prediction: Spectators will see you through the 
Summer. . . . You'll be walking more and spectators are 
‘easy-going.’ You'll be wearing light-colored casual cot- 
tons, dark town cottons, and spectators give them a 
cooler, cleaner look. We've concentrated on all kinds of 
handsome spectators . . . pumps, straps and ties . . . be- 
cause we know you'll be loving and wearing spectators 
all Summer long.” Their six-column ad uses a design of 
crossed bamboo—-good chance for display tie-up. 

Rich’s, Atlanta, calls their brown-and-whites “Synony- 
mous with Summer—and with a new sophistication for 
1942! You'll wear them with more than brown and white 
—with pastels, navy, water-cool cottons; Of doe-soft 
buck, trimmed with calf in a rich chocolate brown 
shade.” Mary Jane Shoes, Baltimore, makes it short and 
snappy, “Summer-izing the fashion news. . . . Spectators 
and casuals in just about the biggest variety of style 
beauties you’ve ever seen.” Geuting’s, Philadelphia, calls 
them “Officer Whites—classic spectators natty as an offi- 

[TURN TO PAGE 32, PLEASE] 
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Do’s and Don’ts in Rubber Conservation 


[CONTINUED FROM PAGE 15] 


tions and remarks vary with these. 
You will note the differences in the 
three advertisements reproduced here. 

The accompanying remark for ga- 
loshes, for instance, is as follows: “It 
will pay you to pack your Winter foot- 
wear away as carefully as you do your 
Winter woolens. Remember, a small 
amount of care will make your rubber 
footwear last longer.” For “Rubaflex” 
boots, the concluding paragraph reads 
as follows: “For the duration, you 
will not be able to buy your usual light- 
weight, stretchable Hood Rubafiex 
Farm Footwear. If you own a pair 
they will last much longer with a small 
amount of care.” In the case of canvas 
shoes with rubber soles, these additional 
suggestions are made: “As a further 
suggestion . . . save out-grown canvas 
shoes for use by younger members of 
the family. Remember, for young- 
sters and grown-ups alike . . . canvas 
shoes with rubber soles are the best 
type of footwear for general sports and 
body-building exercise. It’s well worth 
while to make them last!” 

The United States Rubber Co. has 
issued a series of instructions suggested 
by the scientists of the company, as 
follows: 

DON’TS 

1. Don’t place rubber articles near 

heat. 





2. Don’t allow them to get near oil, 
grease, or gasoline. 

*3. Don’t let them stand in sunlight. 

4, Don’t hang them over sharp ob- 
jects or in any manner that will cause 
permanent strain. 

5. Don’t store carelessly in a wrin- 
kled or creased condition. 

DO’S 

1. Dry all rubber goods slowly at 
room temperature. 

2. Drain thoroughly all rubber arti- 
cles holding liquids or ice. Blow in air 
and quickly screw stopper in tightly. 

3. Always clean rubber articles be- 
fore putting away. 

4. Provide in your home a convenient, 
dry closet away from heat and light 
for the storage of your most commonly 
used rubber goods. 

5. Inspect regularly all rubber arti- 
cles not in use. The government needs 
useless items to help supply the nation 
with reclaimed rubber. 

Dr. Willis A. Gibbons, director of the 
General Development Division of the 
United States Rubber Company, urges 
full co-operation in such conservation 
as “not only a patriotic duty but a 
patriotic necessity.” Information on the 
care and preservation of every kind of 
rubber article was given by this expert. 
These articles included, in addition to 
overshoes and boots, raincoats, hot 








water bottles and ice packs, rubber- 
covered wires, garden hose, tires, and 
tubes, golf balls and rubber equipment 
in industrial plants. 





Entertains Staff at Outing 


HANOverR, Pa. — L. B. Sheppard, 
president of the Hanover Shoe, Inc, 
entertained the members of the office 
staff of the company, the foremen and 
assistant foremen and the U. S. Army 
inspectors stationed at the factory, at 
an outing at his bungalow, at Dick’s 
Dam, popular vacation spot near here. 

The committee in charge consisted of 
Ciark W. Schue, Charles H. Sourber, 
Claude S. Shriner, Ira L. Geiselman 
and George M. Kennedy. 





Elected to Service Board 


SEATTLE, WASH. — New honors have 
been bestowed on Max H. Block, head 
of Block’s shoe stores, in his recent 
election to the board of directors of the 


National Refuge Service, at a recent . 


meeting in New York City. 





In New Quarters 


EVERETT, WASH.— With nationally 
advertised footwear as well as clothing, 
Frolich’s has recently moved to new 
quarters at California and Colby Ave., 
here. Large stocks of shoes have been 
placed in this shop and footwear is pro- 
moted extensively. 











TO PROTECT 
FUTURE 
EARNINGS! 


Kawneer Store Fronts — today! 
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Attack is the best defense, against the haz- 
ards of business as well as those of war. 
Your duty is to stay in business, to maintain payrolls, to 
pay taxes, to buy War Bonds, and thus help the common 
effort. Attack now! Invest in a smart, new Kawneer Store 
Front that will mean better business for you for many 
years to come. Act right away, while material is still avail- 
able. Send the coupon for free illustrated booklet on new * 
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The Kewneer Company, Niles, Michigan. 
lease send illustrated booklet on Kawneer Store Fronts. | 
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Operation 


Under Price Ceilings 


Explained at 


Syracuse Meeting 


JOHN W. MILLS 


Schenectady Merchant Who Heads 
N.Y.S. Shoe Retailers 


Paul Riley and Martin L. Scher, OPA Officials, Address New York 

State Shoe Retailers Association at One-Day Convention and 

Answer Questions on Puzzling Points of Price Regulation. John 
W. Mills, of Schenectady, Elected to Presidency. 


SYRACUSE, N. Y.—Searching analysis and detailed 
explanation by OPA officials of the new Maximum Price 
Regulation, as it affects the shoe business, featured the 
annual meeting of the New York State Shoe Retailers 
Association at the Onondaga Hotel here on Sunday of 
this week. 

Paul Riley and Martin L. Scher, of OPA, gave warn- 
ing that retailers are now under license “whether you 
like it or not,” that they may be called upon to register 
shortly and that there are serious penalties for violating 
provisions of the law. They announced that an exten- 
sive educational program to familiarize all retailers with 
provisions of the new law is being initiated, and they 
answered many individual questions of shoe men, mak- 
ing the gathering one of unusual value. 

John W. Mills, Schenectady, was elected president for 
the coming year. Shoe manufacturers had several lines 
on display in the hotel rooms and there was consider- 
able buying. Attendance was large and the keen in- 
terest was manifest, with questions popping at the quiz 
program following the Past Presidents’ Dinner. All in 
all it was one of the most successful meetings in years. 

The past presidents who were honored were: Harry 
H. Phelan, Ernest N. Park, Ernest R. Park, Henry Mer- 
ton Smith, Ernest A. Beaumont, Jesse Patton, Charles 
E. Knox, William F. Tohr and William Pidgeon. Mr. 
Pidgeon, presiding at the dinner, recalled that at a din- 
ner recess of a similar meeting just two years ago, the 
shoe men were shocked to hear newsboys shouting the 
startling headlines, “France Has Fallen.” 
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The war still rages and the end is not yet in sight, 
but “we shall have a different and a better world with 
victory”, Mr. Pidgeon declared. “Meanwhile the gov- 
ernment has stepped in to tell us that in a great crisis 
such as this we cannot do things as we have been doing 
them, and so we have price ceilings and other restric- 
tions.” 

Paul Riley, of the OPA Pricing Division, said there 
is no delusion about the size of the job created by the 
new regulations, and sacrifices must be made by every 
man, woman and child, for they will affect all, but “no 
one in business will be hurt as much as he would be if 
prices were allowed to run wild.” 


THE speaker estimated that $13,500,000 of the cost of 
the first World War was due to the “hike” in prices; 
that this war would cost an extra $50,000,000,000 if the 
government permitted the kind of runaway prices which 
would come if there were no regulations. 

He quoted a recent Boot anp SHoe RecorDER edi- 
torial which concluded “business is finding out that it 
is on the same footing as the soldier or sailor,” char- 
acterizing this as a “fine, wholesome, challenging ex- 
pression.” 

Martin L. Scher, of the OPA Pricing Division, in- 
formed shoe men that they would be violating the new 
regulations if they paid more than the wholesale ceil- 
ing prices and suggested that they ask manufacturers 
and wholesalers to have their bills accompanied by 

[TURN TO PAGE 39, PLEASE] 
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More skilled hands.to protect tiny feet, and they're 
working on the finest of materials to make certaim 
that the job ig well done: Yes, it’s a combination of 
knowing how and knowing why, that make Mrs. 
Day’s ideal Baby Shoes the best shoes for you 


For Example: Uppers and counters must be care- 
fully skived and strongly, yet flatly, stitched so that 
they hold the baby’s heels snugly and gently, with 
no chaffing. First principle of successful baby shoe 
merchandising is absolute protection of the infant 
foot. Mrs. Day’s Ideal Baby Shoes are the practical 
and profitable method to assure that principle. 


Learn to walk shoe. Elk 
white, smoke and tan. Per- 
forated moccasin toe—double 





Enlist Shoe Salespeople 
In Bond Drive 


[CONTINUED FROM PAGE 25] 


attractively printed in colors suitable 
for displaying in windows or in the 
store. Stores that succeed in reaching 
the goal of 100 per cent participation 
should immediately make application 
for their certificates to the headquar- 
ters of the National Shoe Retailers’ 
Association, 274 Madison Avenue, New 
York, N. Y. 

G. Ray Schaeffer, of Marshall Field 
& Co., chairman of the Retailers for 
Victory committee, appointed to super- 
vise the Victory Drive of bond sales 
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July ist to 31st, last week issued an 
important bulletin giving detailed in- 
formation to retailers on how to conduct 
the drive to sell war stamps and bonds 
to their customers. Mr. Schaeffer has 
designated the Big Days in the Big 
Drive as follows: 

July 1—“WHITE-OUT” FOR VIC- 
TORY. At twelve noon, 1,000,000 re- 
tail stores in the United States will 
each in its own way devote fifteen min- 
utes to the sale of War Stamps and 
Bonds. 

July 10.— VICTORY CORSAGE 
DAY.—A concentrated effort to push 
the sale of corsages made of War 
Stamps. 


July 17—AMERICAN HEROES 
DAY. The’ day when communities 
throughout the United States will join 
American retailers in all-out city and 
town-wide sales drives. 

July 30-31.—VICTORY DAYS. The 
wind-up days in the big sales drive. 

August 3.— VICTORY REPORT 
DAY IN WASHINGTON—A gala 
meeting in Washington when state re- 
tail chairmen will report the success 
of the Retailers’ for Victory Drive to 
our government. 

Three thousand telegrams and hun- 
dreds of letters from individual mer- 
chants and from trade groups and 
chains, last week pledged maximum co- 
operation in July and voted “yes” for 
the spectacular fifteen-minute “White- 
Out for Victory” as the opening gun, 
on July 1. The tremendous facilities 
and splendid organization of Retailers 
for Victory Committees and Consult- 
ants are passing along to the “Com- 
mandos of Main Street” full details 
covering participation in July Cam- 
paign. But for those who do not have 
all the facts—for those administrators, 
chairmen, trade press and newspaper 
editors, and chamber of commerce sec- 
retaries—here they are, briefed down, 
to be passed along to do the most good: 

1—June 30.—Huge rallies or mass 
meetings of retail employees to be 
called by the local retail War Savings 
Committees. Plans already set up for 
rallies in St. Louis and Chicago. 

2—Noon, July 1.—By radio, gov- 
ernors will address general public and 
store sales staffs. Merchandising sell- 
ing to cease for 15 minutes, and War 
Stamps and Bonds only to be sold. 

3—Plan Book prepared by Meyer- 
Both, Chicago, now being sent to 1,200 
department, stores, 1,000 chain store 
central offices, 325 trade magazines, 
1,700 chambers of commerce, and 3,000 
retail War Savings chairmen. 

4—-Newspaper advertising, window 
displays, interior set-ups and posters, 
special activities, radio spots and pro- 
rams—all applied through suggested 
methods worked out by Retail Advisory 
Committee Master Planning Committee. 

5—Millions of copies of nation’s lead- 
ing - magazines will carry American 
Flag on their cover page, with hun- 
dreds of billboards flashing “Old Glory” 
colors. . . . Slogans “Let’s All Fight” 
and “What All of Us Can Do” to be 
basic theme for window displays and 
newspaper advertising. American 
Newspaper Ass’n pledges space in its 
525 newspapers, as well as huge chain 
of Shoppers’ News. 

6—Women’s Retail Volunteer Corps 
to be active in War Stamp campaign by 
reaching all great crowds in July, at 
ball parks, theatres, railroad stations, 
parades, etc. 

In other words, just as Uncle Sam’s 
fighting units have been building and 
preparing to set off the big offensive, so 
have the Retail Advisory Committee 
and its volunteer committees of experts 
been building up to the great July 
drive. 
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Early Interest in National Shoe Fair 


Return of Applications for Exhibit Space at November Con- 
vention Show Appreciation of Importance of This 
Event, to Be Held at Hotel Stevens, Chicago 


Cuicaco—Many shoe manufacturers 
recognized as leaders in the industry 
have expressed their approval of the 
importance of the National Shoe Fair 
to be held in Chicago, November 2-3-4-5, 
1942, by signing applications for exhibit 
space, according to an official announce- 
ment issued from shoe’ fair headquar- 
ters at Stevens Hotel. 

The applications already mailed to 
members of the National Boot and Shoe 
Manufacturers’ Association and non- 
members who exhibited at the January, 
1942, Fair, have been returned in in- 
creased numbers. With the nation 
geared for an all-out effort and an 
early victory, shoe men confidently look 
forward to the coming National Shoe 
Fair as the industry’s great war meet- 
ing. 

Of the applications returned by 
manufacturers and exhibitors, a large 
percentage are reserving an amount 
of space equal to that previously used; 
a few have reduced their requirements; 
some have increased their space; but of 
all applications returned to headquar- 
ters, just two out of the great number 
making reservations have stated they 
would not exhibit at the November 1942 
Fair. 

With.the National Shoe Fair almost 
five months away, this early evidence 
of interest indicates that again the Na- 
tional Shoe Fair will be the dominant 
meeting of the shoe industry where 
merchant and manufacturer meet to 
plan a more profitable buying and sell- 
ing program. 

The National Shoe Fair, held under 
the auspices of the National Boot and 
Shoe Manufacturers’ Association and 
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the National Shoe Retailers’ Associa- 
tion, is the eighth of these jointly spon- 
sored meetings which through united 
expression have formed the leadership 
in the industry. 

The problem of selling and service 
under restrictions, price ceilings and 
controls established by war agencies 
of the government, have brought stark- 
realities to the shoe merchants of the 
nation. Manufacturers likewise faced 
with material shortages, prohibitions on 
vital materials, restricted style regula- 
tions and insurmountable obstacles, 
share equally difficult problems. 

The National Shoe Fair offers the 
single opportunity for a great majority 
of both retailers and manufacturers 
to meet in conference to help them- 
selves in solving the war problems of 
the industry. The precedent of the 
past prevailing, manufacturers will 
contact more of their customers at the 
National Shoe Fair than they could 
possibly meet in one place at one time. 
Retailers will want to take advantage 
of the shoe industry’s war conference 
to gather more and pertinent informa- 
tion from their resources relative to 
styles, merchandising limitations, de- 
liveries, and quality facts so impor- 
tant in facing the future customer-re- 
tailer relations. 

Judged by the number of manufac- 
turers who have already committed 
themselves to display their lines at the 
National Shoe Fair, retailers may 
again look forward to inspecting the 
largest number of lines displayed under 
one roof. Offices of the National Shoe 
Fair are located in the Stevens Hotel, 
Chicago. 
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Heads California Retailers 


San Francisco, Catir.—William S. 
Allen, of Porterville, was elected presi- 
dent of the California Shoe Retailers’ 
Association at the annual convention 


WILLIAM S. ALLEN 


held here recently. Other officers are: 
Lloyd Baird, Fresno, vice-president; 
Carol S. Wills, San Francisco, trea- 
surer; William R. Ahern, San Fran- 
cisco, secretary-manager. Directors are: 
Lloyd Baird, Ray Garwood, Ray John- 
son, Mrs. Alice Petersen, James Renet- 
zky, Carl S. Wills, Bill Allen, H. A. 
Ballentine, Frank Dunne, Chester Her- 
old, Michel A. Levy, Herbert L. Som- 
mer, Bill Shiverts, Hyman Abrams, 
Clarence Fontius, Paul Jesberg, James 
Spain, Russell Werner, Arthur Weston, 
Russell Williams, Harry Locey. 


To Manage Shoe Store 


HoLttywoop, FLta—Bernard Silver 
has been named manager of the Holly- 
wood Shoe Store. The former man- 
ager Morton Repport, has gone to 
Chicago. 





For Your WINDOW TRIMS 


3 COLOR CARDS, orange background, red flower, 
green stems, on buff cardboard; same colors on PRICE 
TICKETS, printed on white. 


if you are not re- 
ceiving our sam- 
ple mailings, just 
write us. 


Bellaire 


COAT FORTIABLES 


For The Jobs That Women 
Are Filling Today...... 


They are compelled to “Keep Their 
Feet” more than ever before. Bellaire 
ComrortaBLes and Bellaire’s Foort- 
Loose SHoes with the patented “float- 
ing insole” are featured in leading 
stores pepe No not only because 
Bellaires sell quickly, but because they 
fill today’s demands of today’s women 
for genuinely comfort- 

able shoes that fit well, 

wear well, look well .. . 

and help them keep their 

feet, conserve their ener- 

gies. ; 

Write for Spring 1942 Catalog 

of In-Stock Styles 
* 


$5 10 $6 


RETAILERS 


Size 
of Display Card 
8” x 14” 

e 
Matching Price 
Tickets 
154” x 214” 
6 Doz.—$1.25 
12 Doz.—$2.25 
* 

. 150 Different 
Prices in Stock 

















. Pre- 
ferred, Add 12c 
If Special Delivery 
Add 15c¢ 
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DISPLAY CARDS: 60c Each; 3 for $1.50 
List of texts to select from will be sent on request 
Blank cords with design illustrated 4 for $1.20 


DIXIE—No. 1514—Black Kid 
Also in White Kid 
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Detailed Info: 
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Whites Get First Play 
In Summer Ads 
[CONTINUED FROM PAGE 27] 


cer’s uniform. Knowingly spiked with 
red, antique, blue or patent.” 

Hahne and Co., Newark, advise, “Put 
on your ‘specs’ and look ahead... . You 
can easily see that our ‘specs’ were 
styled by one who knew how you valued 
a good spectator pump... .” Thalhim- 
er’s, Richmond, feature spectators 
“Crisp as lettuce, Cool as a cucumber 

-” adding, “Not all your hours will 
be hard working ones this Summer! 
For a lift to your spirits when you’re 
off duty, you’ll want these spectators 
. .. Classic styles for afternoon, casuals 
for crisp cottons.” Mandel’s, Los An- 
geles, feature spectators as “Sunshine 
shoes that step along through Summer, 
every place, with everything.” Volk, 
Dallas, announces, “Garden fresh and 
Summer-perfect—immaculate spectator 
pumps . . . designed to meet the mul- 
tiple demands of your busy Summer, 
they’re smart economy for warm 
weather suits, for washables, for casu- 
als!” Up in Seattle, Frederick and Nel- 
son call their whites “Comfortable, 
simple shoes for your daytime hours 
built to take hard work and hard wear 
and love it. Shoes with classic lines and 
easy-to-get-around on heels that look 
easy-to-get-around on heels. 

“Wheat” ads have some good copy, 
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too. John G. Meyers, Albany, says, 
“Wheat will put your Summer ward- 
robe on its feet... . Wheat is ripe... 
in the field, on the street, in your life, 
for the next five months. Buy wheat 
for fashion stamina. Buy wheat as a 
good investment. It’s the wonderful 
new neutral in Summer shoes. Tweed- 
weave linen accented with polished 
chestnut calf. Semi-classic pumps in 
step with all your clothes from now 
en.” Volk, Dallas, “The Natural Ac- 
cent is the smart accent for cool, Sum- 
mer-going suits and carefree casuals. 
As refreshing to look at as to wear, are 
these soft, light pumps of breezy linen. 
matched by bags of generous size.” In 
the same city, Neiman-Marc.s tells 
women to, “Put Wheat Linen in your 
Summer shoe diet. . . . Cool, light linen, 
with a natural affinity for your Sum- 
mer cottons, your flower pastels. You'll 
love their classic good looks allied with 
spectator tan calf... their light drama 
with open heel and toes.” 

Sakowitz Bros., Houston, dramatize 
“Dark linen with white kid . . . newest 
excitement in shoes and matching bags 
... a fresh new idea . . . cool dark linen 
with frost white kid . . . practical, ser- 
viceable and very, very smart!” In 
Washington, I. Miller says, “If your 
feet have Spring fever, step out in cool, 
lightweight mesh shoes that invite the 
balmy breezes . . . make walking a new 
joy. Wear them now and all Summer 
long and get your money’s worth, for 


their pin point price respects the 
budget. C. H. Baker, Los Angeles, fea- 
tures “Star of the Networks—C.B.S. 
(Charming, Buoyant, Sophistication) 
clear and open as the air waves... 
cool as an air-conditioned cocktail bar. 
Exquisite, tiny mesh accented luxuri- 
ous calfskin . . . designed with all the 
sophistication we’re capable of, and 
that’s pretty far north in sophistica- 
tion! . . . Soft, spongy clog soles give 
you an easy, high-as-the-clouds feel!” 
Holmes, New Orleans, offers “Six mo- 
rale lifters . . . these lovely graceful 
models are as effective as a dose of vi- 
tamins to give your morale a lift and 
make you feel gay and attractive.” Em- 
porium, San Francisco, shows “Good 
Sports—flight-tested winners at work 

.. and at play. ... No matter how 
heavy your pace through these days, 
here are shoes to make light of your 
foot work, to keep you sunny and gay.” 
And here’s a good idea from Stix, 
Baer & Fuller, St. Louis, who recently 
opened their “Under the Sun Shops.” 
Copy reads, “Because you’re working 
harder now, your sunshine hours are 
more golden than ever. Make the most 
of them with play clothes and dresses 
from our Under-the-Sun Shops! If 
you’re making it fun to stay at home 
or if you’re going to get away from it 
all for a few weeks, you’ll find just the 
right clothes for your precious play- 
time here.” Idea is readily adaptable 
to shoes. 
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The new way with colored shoes is to have fewer colors, but to show, promote 


and sell colors of distinctive personality. PECAN, tempting color of a Georgia 
nutmeat, will refresh late Fall stocks. In DOESKIN, CORDIGAN and GLAZED 


KID, PECAN can aptly accent furs, harmonize with greens, greys, browns and 


naturals of ready to wear. 
PECAN: 


DOESKIN 752 GLAZED KID 52 CORDIGAN 1552 
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MOC-ABOUTS 
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in Stock for Men & 
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Soles. Patent- 
ed Flexible 
Process. 
NASHUA SLIPPER CO., Lowell, Mass. 

















Nunn-Bush Net Income 
$155,479 


MILWAUKEE, Wis.—Nunn-Bush Shoe 
Company reports a consolidated net in- 
come for the six month period ending 
April 30th of $155,479, equal to 72 
cents a share on 169,320 common 
shares. The figure for the same period 
a year ago was $133,638, or 58 cents a 
common share. 


Award Contracts 
For WAAC Shoes 


Boston, Mass.—Among recent con- 
tracts announced by the local Quarter- 
master Corps are shoes and slippers for 
the newly-formed Women’s Auxiliary 
Army Corps. Five thousand two hun- 
dred and fifty pairs of the oxfords are 
to be made by Marshall, Meadows and 
Stewart, Inc., and 2250 pairs of the 
slippers by La Salle Slipper, Inc. No 
price was given; nor were specifications 
available in Boston at the time of the 
announcement. 

The W. A. A. C. also apparently is to 
be equipped with athletic shoes and 
rubber overshoes as contracts covering 
the manufacture of 2,250 pairs of each 
of these types also have been an- 
nounced. The athletic shoes are to be 
made by the United States Rubber Co. 
= the overshoes by the Hood Rubber 

0. 
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Discuss Wartime Problems at Meeting 





Michigan Retailers and Travelers Plan Industry’s Role in 
Emergency Services. Price Regulations Interpreted 
by OPA Representative 


Detroit, MicH.—One of the most 
stirring meetings ever held by Mich- 
igan shoe men was attended by nearly 
200 retailers and leading shoe travelers 
at the Hotel Statler, to discuss war- 
time problems of the industry, recently. 

First major speaker of the evening 
was Joseph Hickey, Chairman of the 
Apparel Group, Emergency, Disaster, 
and Relief Board, for Detroit, who out- 
lined plans for emergency services in 
the event of local bombing, showing 
that plans have been intelligently or- 
ganized. For shoe men, Mr. Hickey said, 
the first objective is to see that persons 
routed out by bombing during the night 
are provided with shoes to go to work, 
school or back to housekeeping in the 
morning. Arrangements have been com- 
pleted with key department stores in 
all sections of the city, according to 
location of the damage, to rush pre- 
determined quantities of shoes, as well 
as general apparel, from stock, within 
an hour after a raid, based upon each 
unit of 100 persons evacuated. Work 
clothing has been specified, including 
shoes, because of low cost, durability, 
and large stocks normally on hand. 
Special services will be required from 
shoe men, Mr. Hickey said, since shoes 
require special fitting attention, differ- 
ing from other work clothing items. 

R. M. Waterman, enforcement attor- 
ney for the OPA, talked for the bulk 
of the evening on price ceiling prob- 
lems, and answered questions from the 


floor. In his presentation, Mr. Water- 
man gave shoe men an intelligent view 
of the necessity for a ceiling in order 
to control, inflation, and pointed out 
that they were protected as individual 
consumers on items purchased. 


“We feel consumers will do the 
policing for us,” Mr. Waterman said. 
“Tt’s not like Prohibition days—it’s a 
question of patriotism now. . . We will 
be plenty tough with violators. We do 
not intend that the price ceiling will be 
punctured.” 

Mr. Waterman stressed that ceiling 
price lists should identify shoes, not 
in trade terms, but those that the aver-” 
age customer could understand. 


A lively discussion arose over the 
question ef a manufacturer substitut- 
ing, by reason of Government priority 
requirements, resulting in admittedly 
lessened durability. Mr. Waterman 
ruled that the manufacturer must then 
charge a lower price, and, if the prod- 
uct cost him as much to make, his re- 
course would be to seek special relief. 
He also ruled that a retailer would be 
violating the regulations if he sold a 
substituted inferior shoe using the 
same ceiling as for a better shoe which 
he sold in March. 


Question of advertising allowances 
arose, and Mr. Waterman held that a 
manufacturer may not discontinue 
such allowances, without decreasing 
the wholesale price of the shoe. 





Business and Pleasure—It’s 
All the Same 


Chicago, Ill.—Well known to shoe re- 

tailers on the West Coast is O. W. 

Launer who travels for the J. P. Smith 

Shoe Co. In the shoe business since 

1910, his chief hobby remains selling 

shoes, and as he puts it "making a suc- 
cess of his line of shoes". 


Shoe Man Holds Civic Post 


SCRANTON, Pa.—Abe L. Plotkin, of 
the Youth-O-Pedic Shoe Center, here, 
has been elected a member of the board 
of directors of the Junior Chamber of 
Commerce and president of the local 
Y. M. H. A. 


Change Date of Michigan Fair 


Detroit, MicH.—Change in date for 
the annual Michigan Shoe Fair is being 
made, according to plans formulated by 
the joint sponsoring committee headed 
by co-chairmen Clyde K. Taylor of the 
Michigan Retail Shoe Dealers, and 
Herman Meyer of the Michigan Shoe 
Travelers’ Club. Following a poll of 
the membership of both bodies, senti- 
ment was found to be around 75 per 
cent in favor of shifting from January 
to November, so that the convention 
will follow the national show in Chi- 
cago as hitherto. 

Detailed plans are being worked out 
at a committee meeting called for Mon- 
day, June 21, at the Summer home of 
Frank A. Huetter, president of the 
Travelers, at Lake Orion, Mich. 
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GOING TO 


PHILADELPHIA ? 
~ STOP Pe 


at the 


BENJAMIN 
FRANKLIN 


HOTEL 


Where you stay in Philadelphia 
influences your business and 
social acceptance. So choose your 
hotel with care! The Benjamin 
Franklin offers you the service 
and distinction of a great hotel at 
moderate rates—from $3.50 
single, $5 double, $6 with twin 

s. Air-conditioned Coral Cafe 
and Garden Terrace. 1200 outside 
rooms all with combination tub- 
shower and circulating ice water. 


BENJAMIN FRANKLIN 
Philadelphia's 
Finest Hote! 











Consumer Buying Tightens 

Los ANGELES, CALIF.—In addition to 
further gains in the production of war 
goods at Southern California plants, 
May buying was featured by a sharp 
contraction in consumer buying, it is 
reported by the Research department of 
the Security-First National Bank of 
Los Angeles. 

“The forward buying wave engaged 
in by consumers for many months came 
to an abrupt halt in May,” the report 
states. “The impact of this shift is 
clearly reflected in sales figures for de- 
partment stores in downtown Los An- 
geles. After allowance for seasonal 
influences, dollar sales declined nearly 
8 per cent from the April level and 
were about the same as in May a year 
ago. However, if differences in the 
level of prices are taken into account, it 
is found that the physical volume of 
merchandise sold was 15 to 20 per cent 
smaller than a year previous. The con- 
traction of consumer buying is trace- 
able largely to public reaction to the 
General Maximum Price Regulation 
which became operative during the 
month and in minor degree to an exten- 
sion of consumer credit regulations 
which placed restrictions on charge 
accounts.” 





Soft green walls and ceiling, neutral carpeting, pictures and flowers contribute to 
the. restful atmosphere of the new Nancy Nuyens store on 57th Street. Notice the 
effect of the full length mirrors. 


New YorK—The new Nancy Nuyens 
shoe shop, located at 38 West 57th 
Street, which opened recently, is most 
attractive and provides a restful at- 
mosphere in which to shop. Walls and 
ceiling are of soft green, with a neutral 
carpet on the floor. Green leather is 
used to upholster the chairs and stools 
which are of blond maple. 

The store, which specializes in com- 
fort types, is different from the usual 
store of this character. There is little 
suggestion of shoe store about it. All 
stock is concealed at the rear where 
allowance for 3000 pairs of stock shoes 
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has been made. Only a few displays 
here and there indicate that this is a 
commercial enterprise. Pleasant pic- 
tures on the walls, a table at the rear 
of the store with a bowl of flowers, easy 
chairs in pastel shades, all invite the 
customer to relax here while being 
fitted. Full length mirrors on the walls 
add to the apparent width of the shop. 

Mrs. Nancy Nuyens, proprietor of 
the store, was associated in a buying 
capacity with R. H. Macy and Company 
for more than ten years. Following 
her resignation from that store, she 
was with Coward Shoe Company. 
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Innersoles 


Play the pigs 
and not the nags, 
You'll have more money 
in the bags. 
EDGAR S. KIEFER TAN 


TANNERIES AT GRAND RAPIDS, MICHIGAN 
SALES. CHICAGO, 223 W. LAKE ST. BOSTON, 42 UNCOUN ST. 





WELTING 


INNERSOLES COUNTERS 


| 





Cooperate to Save Gas, Tires 


Boston, Mass.—The 210 Associates, 
Inc., announces a new service in line 
with the government’s gasoline and 


rubber conservation program. This 
service is available to everyone in the 
industry, and is not confined to its 
members. 

The association ask: that all sales- 
men who are driving to their territories 
notify the office of the “210” when and 
where they are going, and how many 
salesmen they can accommodate in 
their cars. This information will be 
listed and will be available to all inter- 
ested parties. 

As an example, if a salesman is driv- 
ing to Maine on Sunday and notifies the 
“210” office to that effect, it will be 
posted on the bulletin board and a 
phone call to the office will produce this 
information. Two or three men beside 
the driver can ride down together, thus 
saving the gas and tires of the other 
cars that would normally drive down 
with only one passenger. The occu- 
pants could make plans for the next 
week’s trip and alternate the cars, mak- 
ing a considerable saving for each car 
owner. 

The co-operation of the _ shoe, 
leather, and allied trades is asked. 
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Women's Shoes 
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QUALITY 
WOMEN'S SHOE JOBS 


FROM 
AMERICA’S FINEST FACTORIES 


BARIS SHOE CO., INC. 
79-81 Reade St., New York Gity 
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St. Louis Jobs 
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$5 TO $10.75 
RETAILERS 


St. Louis’ finest makes always 
on the floor. 





JOBS .. . SAMPLES 
CANCELLATIONS 
to See aed ek eee 
SCHNEIDER SHOE CO. 
1404 Washington Ave., St. Louis, Mo. 














Prisoner Sends Second 


Broadcast 


Cuicaco, Inu.—Mr. and Mrs. David 
Marks have received news of a second 
short wave broadcast by their son, 
Capt. Mortimer A. Marks, a prisoner 
in Southern Japan since the capture 
of Guam. Capt. Marks said that he 
_was well treated by his prisoners, and 
urged that his parents have courage 
and refrain from worrying. 

Capt. Marks, who was a company 
commander at Guam, made his first 
broadcast on February 5, giving his 
parents their first news of him since 
before the war. 


Two Sons in Australia 


CINCINNATI, O.—Mr. and Mrs. E. C. 
Eichelberger, operators of the French 
Bootery, and the Shoe Salon in Todd’s, 
both in Cincinnati, have two sons, 
Ernest V. and Richard C. with the 
U. S. Air Corps in Australia. Both 
boys are student pilots having had their 
basic training in the U. S. A. before 
embarking for Australia to complete 
their training for commissions as pilots 
in our Air Force. 
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Immediate Shoe Shortage Held Unlikely 





BALTIMORE, Mp.—“Treat your shoes 
as you do your auto tires” is the advice 
given by George B. Hess, Baltimore 
retailer and a vice-president of the 
National Shoe Retailers’ Association, 
who, at the same time, declares there 
is not any imminent shortage of good 
shoes, nor is there likely to be until 
“deep into next year.” 

Taking exception to a report issued 
recently that good shoes would not be 
available six months from now, Mr. 
Hess said: “That report is decidedly 
exaggerated. A survey of the Balti- 
more situation shows that present 
stocks, with few exceptions, are as 
complete as in past years. We will 
have good shoes for a long time to 
come and even when the impact of 
war restrictions reaches its maximum, 
the resourcefulness of the industry will 
assure us of wearable shoes.” 

Adding further to his statement, Mr. 
Hess remarked, “Do as you do with 
your tires: conserve your shoes. 

“Have them repaired regularly and 
don’t wait until they have worn through. 
When the sole begins to show the first 
sign of a hole—that’s the time to take 
the shoes to the repairer. Keep the 
uppers in good shape with frequent 
polishing.” 

Any effort on the part of the public 


George B. Hess of Baltimore Discounts Imminence of Scarcity 
of Good Shoes. Urges Careful Treatment of Footwear 


to buy up large quantities of footgear 
to beat a shortage, was classed by Mr. 
Hess as “hopelessly bad and without 
reason.” He recommended that the 
public take advantage of the large num- 
ber of Summer and sport shoes avail- 
able and wear them during the hot 
months, thus saving regular shoes for 
wear during more inclement weather. 

A step that can be taken by the 
industry to meet restrictions is the 
elimination of much of the buffing 
given soles to remove scratches in the 
leather. The scratches can be left in 
and the user will get the additional 
wear formerly taken off in the buffing, 
Mr. Hess said. 

He also stated that manufacturers 
are hoping for an increase in the 
amount of leather imported from South 
America. When these possibilities have 
been exhausted, the makers can turn 
to many substitutes that have been de- 
veloped; whereupon Mr. Hess stressed 
the fact that the problem facing the 
shoe industry is one of getting materi- 
als for soles and not for uppers. 

“In this respect,” he said, “makers 
of women’s shoes are much better off 
than makers of men’s footwear, as the 
feminine shoes use soles of thin leather 
and the uppers can be made from a 
variety of materials ranging from 
spun glass to reptile skin.” 





Play Shoe Bar Takes Spotlight 





Birmingham, Ala. — The Pizitz Depart- 
ment Store has capitalized on the popu- 
larity of the cocktail bar on Summer 
days and has arranged a play shoe bar 
with sandals and casuals taking the 
place of the flasks and glasses. A gaily 
striped awning, supported by four up- 
rights, roofs this display. Four sides of 
sloping shelving show off the play shoes. 
The bar is set up on a@ counter, and this 
base provides space for a second row 
of shoes on display. 


Fixes Maximum Prices 
On Women’s Footholds 


WASHINGTON, D. C.—Maximum 
pr ces at which Transcontinental Rub- 
ber Corporation of New York City may 
sell two items of waterproof footwear 
which it is manufacturing under spe- 
cial War Production Board permit, 
have been established by Order No. 1, 
under Maximum Price Regulation No. 
132, announced today by Price Admin- 
istrator Leon Henderson. 

The items on which ceilings were set 
are two kinds of latex women’s foot- 
holds—rubbers that cover the forepart 
of a shoe only. Plain women’s foot- 
holds, as described in Transcontinental 
Rubber Corporation’s application to 
OPA to set maximum levels, may not 
be sold for more than $0.7917 per pair, 
under the order, nor dotted women’s 
footholds for more than $0.917 per pair. 
In both cases, all the usual trade dis- 
counts must be deducted from the max- 
imum levels, and the ceilings apply 
only when the items have been manu- 
factured since February 11, 1942. 

Order No. 1 was issued under a sec- 
tion of Regulation No. 132 which pro- 
vides for establishment of maximum 
prices on items for which specifications 
are not the same as those for which 
price ceilings are set. 
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OTHER GOLF SHOES 
No. 2160 & 2161 $3.95 


GOLF SHOES 
REMOVABLE SPIKES 


AT ONCE DELIVERY— 
@ BROWN ELK UPPERS 
DOUBLE LEATHER SOLES 
GENUINE GOODYEAR WELT 
COLOR COMBINATIONS 
FREE WRENCH SHOE HORN 
MEN'S SIZES—+ to 12—C & D Widths 
LADIES’ SIZES—4 to 9—A, B, C 
Widths 


TERMS—2% 10 DAYS—NET 30 





BUY 
WAR 
BONDS 











Send for New Catalog—ASCO Athletic Footwear 


THE ARNOFF SHOE CO., [OI DUANE ST., N. Y. C. 





James D. Clifford 


Boston, Mass.—James Dearborn 
Clifford, who became general manager 
of the B. B. Chemical Company of Cam- 
bridge about two years ago, after hav- 
ing served as sales manager for 15 
years, died Friday, June 12, at the 
Corey Hill Hospital in this city. He 
was 51 years old and lived at 125 St. 
Paul Street, Brookline. He had been 
associated with the company, a sub- 
sidiary of the United Shoe Machinery 
Corporation, for 30 years; and was 
widely known among shoe manufac- 
turers in all parts of the country. 

Mr. Clifford, who was born in Xenia, 
Ohio, was a 32nd degree Mason, a 
member of the Shrine and a member, as 
well, of the Brae Burn and Charles 
River Country Clubs and the Uni- 
versity Club of Boston. He is survived 
by his widow, the former Edna Mae 
Cooper; and by two sisters, Mrs. Wil- 
liam Gregg, of Columbus, Ohio, and 
Mrs. Edna M. O’Hern of Milwaukee, 
Wis. 

Funeral services were held at noon 
on Monday, June 15, at the Waterman 
Chapel, 495 Commonwealth Avenue, 
Boston. 


— 


Harvey Irving Pratt / 


ROCHESTER, N. Y.—Word has been 
received here of the recent death of 
Harvey Irving Pratt, who for many 


years operated Sellick’s retail shoe 
store in New York and who, as a 
charter member and former president 
of the New York State Shoe Retailers’ 
Association, had a wide acquaintance 
and many friends among shoe men 
upstate. 

When the state association was 
formed in 1919, Mr. Pratt was elected 
third vice-president, and at the Albany 
convention held in 1922 he was elected 
president, serving one term. After his 
retirement from the retail shoe busi- 
ness, he was elected honorary director 
with life membership. 

Mr. and Mrs. Pratt llived at 308 East 
79th Street, New York. 
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Who’s Worrying About Price Ceilings? 


BrbY 
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Interior of the Walk-Over Shop af 351 Oxford Street, London, England; one of the 
seven out of ten that have not been bombed. 


Three stores out of 10 bombed since 
the war started, no American-made 
shoes obtainable, and those available 
in the stores sold only on coupons, yet 
the Geo. E. Keith British Stores showed 
a gain of 50 per cent for the first six 
months of ths fiscal year, as compared 
with the same six months a year ago. 

That’s a thought for American re- 
tailers who may feel a little bit “low” 
about the future of shoe retailing in 
this country. Government ceilings and 
difficulties in obtaining supplies do not 
seem so formidable when compared 
with the obstacles that beset these 
Walk-Over stores in England. 

Admitting that things are tough here, 
American retailers may still gain cour- 
age through the knowledge of what re- 
tailers have accomplished under far 
greater handicaps, as evidenced by the 
record of these stores across the At- 
lantic. 

The general manager of these stores 
is Stuart Whattoff. His most recent 
letter telling of continued gains and a 


modest profit as compared with a year 
ago, caused Mr. Smith to write him: 
“IT have run out of adjectives to de- 
scribe the grand job you are doing.” 

Through an arrangement made by 
Mr. Keith many years before the pres- 
ent war, customers of these British 
stores are able to buy Walk-Over shoes 
made in Britain over lasts and from 
patterns shipped from the Geo. E. Keith 
Company to a British manufacturer 
trained in American shoemaking meth- 
ods. 


Busy with War Orders 


BERLIN, Wis.—M. G. Gustin, of the 
W. C. Russell Moccasin Co., reports 
that his firm is now busy. Orders in- 
clude the factory’s high top boots which 
are to be used by construction workers 
in various parts of the globe. In addi- 
tion to the high top boots, he reports 
orders for moccasins are being received 
from defense plants throughout the 
country. 
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SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 





S ALESMEN WANTED to represent manu- 

facturer of Women’s Playshoes, Sandals and 
Evening Sandals to retail at $2.50 to $3.00. 
Good territories open. Only experienced men 
with established trade wanted. Straight com- 
mission. Address: Box #B-556, care Boot & 
Lr nad Recorder, 140 Federal Street, Boston, 
Mass. . 





POSITION WANTED 


HOE BUYER AND MANAGER with over 

twelve years in the shoe business, wishes to 
make change. Young, ambitious, not subject to 
draft. Will go anywhere. Address #552, care 
Boot & Shoe Recorder,.100 East 42nd Street, 
New York, N. Y. 








LINE WANTED 


ANTED a factory line of House Slippers, 

Kansas-Missouri and Oklahoma territory. 
Can deliver. Address #554, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
a. 2, 








W ANTED for Texas, Louisiana; Now selling 

Chains and Large Departments, Children’s 
Prewelts. Can place your shoes if styled and 
vriced right. Address #555, care Boot & Shoe 
a 100 East 42nd Street, New York, 





T.C.C.A, Launches 


Fali Hosiery Colors 


New York—Flying Colors is the 
caption for three new shades portrayed 
in the Confidential Advance Hosiery 
Card for Fall 1942, just issued by The 
Textile Color Card Association to its 
members. This trio, called Glorious, 
Valorous and Victorious, is closely 
linked to the master theme of United 
Victory Colors, featured in the Associa- 
tion’s 1942 Fall Woolen and Rayon 
Cards. 

Conforming with the association’s 
policy of aiding the government in its 
wartime conservation effort, it was 
stated by Margaret Hayden Rorke, 
managing director, the number of 
colors in this card has been reduced to 








UP TO DATE SHOE STORE, New Front 

and Interior; carrying all Nationally known 
Shoes; doing very good volume; low rental; 
good neighborhood in Long Island; In same 
store twelve years. Store has very good name 
in section. Have other interest. Address #553, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





HELP WANTED 


MANAGER: We are opening a new shoe 
store in a good Southern City, over 60,000 
population, and need a man, 
over, with experience, energy, honesty, little 
money. A _ real opportunity for a life time. 
Address #557, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





46 years or 





HOTELS 














three shades, as compared with eight | 
for the previous Fall season and four | 
for the past Spring. Because of this | 
limitation of colors, Mrs. Rorke ex- | 


plained, special care was taken to 
choose distinctive tohes of high mer- 
chandising and style significance, which | 
possessed smart blending or contrasting | 
qualities with as wide a range-as possi- 
ble of important costume and shoe 
colors for Fall. 

Fashion and merchandising notes for | 
the three colors, which are adapted to | 
rayon, as well as cotton and wool 
hosiery, are given below: Glorious . 

a glowing blush-tinted beige and a 
flattering complement to shoes in Town 
Brown, Kona Red, Bluejacket or Black. 
Valorous . . . a distinctive neutral beige 
which is a subtle accent to shoes in 
Kona Red, Bluejacket or Black. Vic- 





SHOE STORES WANTED 
FOR CASH 


Onusual references on request 








CASH 


For Entire Stocks or Surplus Merchan- 
dise. This is a good time to dispose of 
them. We can use any quantity and 
pay the highest prices. 


CAMITTA SHOE COMPANY 


120 N. Fourth St., Philadelphia, Pa. 
Phone Lombard 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


We buy for cash surplus or complete shoe stocks 
Branded or unbranded. Generous prices. 


BARSH & CEASAR 
19 N. Fourth St. Eaateiatia, Pa. 
Phene Market 1 








WE BUY 
Entire or & us Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tontans, Stetson, Red Cross, Nunu-Busk, Ete. 

IRVIN RUBIN 
“The House of Jobs” 
88 Reade St., Cor, Church 

Phone Barclay 7-7887. New York Clty 








SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO., INC. 
established 1915 


Visit cur new weorehouses 


108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 end 5378 











toricus ... a sparkling sunburnt beige 
with wide appeal for wear with shoes 
in Golden Tobacco, Turftan, Town 
Brown, Bluejacket or Black. Also very 
attractive with evening sandals or 
sports shoes. 








CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
© Advertisements for this page must be in our New York Office on Friday of the week preceding publication ® 
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Operation Under Price 
Ceiling Explained 


[CONTINUED FROM PAGE 29] 


statements saying that the prices 
charged are within the ceilings. 

He emphasized that the “price ceil- 
ings will not be punctured,” no matter 
what happens, “but you may sell for 
less than ceiling prices if you choose 
and you may benefit from advertising 
that you are doing so,” he said. “There 
has been no law passed against com- 
petition and none will be.” 

The speaker said there has been in- 
complete compliance with the marking 
and posting provisions, warning that 
either the words “ceiling price” or “ou 
ceiling” must be used, and signs Kine 
be plainly visible where sales of shoes 
are made. He explained penalties for 
violators, which may be fines up to $10,- 
000. Customers who are overcharged 
may bring civil suits and recover three 
times the amount, or—worst of all— 
licenses may be revoked. 

The speaker said that those who had 
March sales at extremely low prices or 
took part in disastrous “price wars” 
cannot disregard the ceilings which 
were thus established, although they 
may apply to the OPA for relief. 

Similarly, if a group of shoe men find 
that they cannot sell a product without 
a loss to themselves, the OPA may be 
consulted and it has authority to call a 
conference of the retailer, manufac- 
turer and wholesaler to see if the latter 
two will absorb the amount being lost 
in retail sales. 

He said everything in relation to 
prices must be submitted by retailers to 
the OPA in an inventory to be .reported 
by July 1. 

William Pidgeon wanted to know 
what would be done with “chiselers,” 
marking merchandise above the true 
ceilings and otherwise misrepresent- 
ing it. 

“If anyone marks prices above ceil- 
ings, he will be dealt with,” the speaker 
said, suggesting that retailers report to 
the OPA such instances which come to 
their attention. 

Mr. Pidgeon then said that the re- 
tailers of Rochester set their prices of 
rubbers at the beginning of the Fall 
season, but the wholesale price of rub- 
bers was raised in the middle of the 
season and retail prices were not then 
raised. 

“Now this ceiling comes along and 
where do we get off?” he asked, to 
which Mr. Scher said this might be a 
suitable subject for a conference such 
as he had described. 

Besides electing Mr. Mills president, 
these new officers were chosen: First 
vice-president, Lloyd J. Lawson, On- 
eonta; second vice-president, Paul V. 
Herron, Ithaca; third vice-president, 
John J. Moore, ‘Rochester; fourth vice- 
president, Charles DeWolf Smith, 
Geneva; treasurer, Ernest A. Beau- 
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MERCHANTS’ NEEDS 





MERCHANTS NEEDS 





MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre- 
pared fluids, give the 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
rie are easily shrunk with- 
out harm. 


$42.50 


Curved type tron 


Special combination offer $25.00 (fluids in- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 


mont, Albany; secretary, Harry A. 
Chase. 

John Slater, New York, was elected 
chairman emeritus of the board of 
directors: Jesse L. Patton, Schnectady, 
chairman, with these new directors 
added to the board: John A. Beaumont, 
Albany; A. Leinson, Albany, Mrs. 
Louise Q. Lynch, Syracuse; C. Chester 
Phelan, Rochester; Lynn B. Franklin, 
Rochester; Leonard Weidemmiller, 
Rochester; Cosmo Dispenza, Batavia; 
J. Ottman Schmanke, Rochester; How- 
ard G. Cohen, Albany, and Cal Hand, 
Albany. 

M. A. Mittleman, former president of 
the National Shoe Retailers Associa- 
tion, presided at the meeting of the 
board because Mr. Slater was unable 
to be present. He read in a letter from 
John A. Beaumont, now engaged in 
educational work in Texas, in which he 
asked the members, “meeting in these 
unprecedented days of changing con- 
ditions,” to do so with flexible, open 
minds, declaring that shoe retailers 
“can make a tremendous contribution 
to maintaining morale in this country.” 

It was voted to ask the coming Legis- 
lature to pass another measure to the 
Fair Trade Practice Act which was 
vetoed by Governor Lehman following 
its passage by the last legislature. 

Invitations were received from 
Albany and Troy to hold the next con- 
vention in those cities, but it was de- 
cided to leave all matters relating to 
when and where the next convention is 
to be held to the new executive council. 





Have You a 
Wrapping Problem? 


TRY Cohoes 
Shoe 


(or Feminine Footwear) 


— Please Customers, 
Clerks and Purse! 


MILLIONS IN USE! 
Cohoes Envelope Co., Inc., Cohoes, N. Y. 


— 
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Protect the Families 
of Navy Men! 


care for Navy men and their 
families—(this includes the 
Marine Corps and the Coast 
Guard Welfare)—the Citizens’ 
Committee of the Navy Relief 
Society is asking for your help. 
Give generously to your local Navy 
Relief Committee. Give today! 
. Check should be made payable to Navy 


Relief Society and sent te Citizens’ 
Committee, 730 Fifth Ave., New York. 








Plea for Change 
In Buying Habits 


JANESVILLE, Wis. — Sid Weber, of 
the Sid Weber Shoe Store, here, ran 
an ad in the Janesville Daily Gazette 
recently in which he asked for a change 
in the buying habits of his customers. 
The paper reprinted part of the ad 
in an editorial a few days later, stat- 
ing that other retailers had asked for 
the same consideration. Mr. Weber's 
plea ran thus: 

“If we could only get the true story 
over, there’d be a change in buying 
habits. For how can shoe stores pro- 
vide adequate service in rush hours 
when enough experienced shoe sales- 
men are not to be had? An emergency 
exists . .. you’re welcome anytime 
but it takes time to fit and sell shoes 
correctly.” 
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“Britain Delivers 
The Goods" 


ENGLISH 
Quality 


SHOE POLISH | 
at it's best = 


eZ: re 


\ 
oer Pours 7 


KIWI STAIN SHOE POLISH 


and you will be amazed at the 
large number of repeat'calls you 
will receive for this QUALITY 
leather preservative. A FREE 
regular size container of KIWI 
and full particulars including 
data on the “KIWI SILENT 
SALESMAN” will be sent upon 
your request. 


LYONS & COMPANY 


122 DUANE ST., N. Y. C. 
SELL KIWI — AND BE SURE 











Dates to Remember 


Monthly Shoe Show, Shoe ot 
ers’ Association of 
Morrison Hotel, Chicago, Ti, 
June 29, 30, 1942 


Michigan Shoe Travelers’ ‘clab, 
Annual Fall Shoe Show, Hotel 
Statler, Detroit, Mich. 

July 6, 7, 8, 1942 

Second Annual Baltimore Shoe 
Fair, Lord Baltimore Hotel, Bal- 
timore, Md. July 12, 13, 14, 1942 

National Shoe Fair, Hotel Stevens, 
Chicago, Illinois. 

November 2, 3, 4, 5, 1942 





Enlist in War Stamp Campaign 


MILWAUKEE, WIs.—Local stores sel- 
ling shoes, whose salespeople are en- 
listed in the effort to have customers 
take part of their change in war 
stamps, include Bedell’s, the Boston 
Store, S. J. Brouwer Shoe Co., Caspari 
& Virmond, Inc., Gimbel’s, Goldblatt 
Bros. .Gold Bondstore, the Grand, 
Packard-Rellin, Reel’s, Rosenberg’s, 
Schuster’s, Sears, Roebuck & Co., 
Smartwear-Emma Lange, Inc., and 
Stumpf’s. These stores recently ex- 
panded their service to make war 
stamps available more readily to a 
greater number of persons. 
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A Buying Guide 


TO ADVERTISERS IN THIS ISSUE 


ALLIED KID CO., Boston, New York, Phila. .... 
ARNOFF SHOE CO., INC., New York City . 


BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa. 

BELLAIRE SHOE CO., Portland, Me. .. 
CAMITTA SHOE COMPANY, Philadelphia, Pa. ... 


COHOES ENVELOPE CO., INC., Cohoes, N. Y. 


33 
37 


, 38 
38 
32 
38 
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DU PONT, E. |., DE NEMOURS & CO., INC., Arlington, N. J. Ses ahd ash. cha 


EVANS, JOHN R., & CO., Camden, N. J. .... 
GILBERT SHOE CO., THE, Thiensville, Wis. 
GOODWILL SHOE CO., Holliston, Mass. 

GREEN SHOE MFG. CO., Boston, Mass. 

HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. 
HEYWOOD BOOT & SHOE CO., Worcester, Mass. 
HOTEL BENJAMIN FRANKLIN, Philadelphia, Pa. 
HOTEL LENNOX, St. Louis, Mo. 

HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa. 


KAWNEER CO., Niles, Mich. 


KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. 


KIRSCH-BLACHER CO., INC., New York City 
LIMA CORD SOLE & HEEL CO., Lima, O. 

LYONS & COMPANY, New York City 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. 
NASHUA SLIPPER CO., Lowell, Mass. 
NUNN-BUSH SHOE CO., Milwaukee, Wis. 

OHIO LEATHER CO., Girard, O. . 
ROBERTS-HART, INC., Keene, N. H. 

RUBIN, IRVIN, New York City ............ 
SCHNEIDER SHOE CO.., St. Louis, Mo. 

SMELTZER, E. C., CO., Indianapolis, Ind. 

UNITED SHOE. MACHINERY CORP., Boston, Mass. 
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The BrecesGt 
Style 2588 


$10.85 


Nunn-Bush 
Ankle fashioned 
Oxfords. 


Most Styles $10 to $13.50 


The Parade 
Style 2318 
$10.85 


Nunn-Bush shoes are not just manufactured — —they are MADE! 
Tuhnidh. ie, yapre onal setee Scene er, Sone Bere perfected 




















